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| SELL THE ALLNEW STERLING )( THESE RIGIDSTEEL MEMBERS NEVER A STOCING PROGLEM. IT 
POCKET DOOR FRAME BECAUSE MAKE ANY WALL WARP-PROOF; || Can BE EASILY CUT TO FIT ANY 
THE BUILDERS LIKE IT. (T'S AND ITS EASY TO NAIL INTO THE SIZE DOOR. 





SIMPLE AND FAST TOSET UP. || WOODINSERTS 
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Builders know Sterling means Quality 


You, too, should know more about Sterling features. 


RIicHMOunoso., LLt11infets 


Send for complete catalog today! 
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Sliding door track—Hangers - Cushions - Locks + Pulls - Guides - Door Catches 
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with tuese BI’ Extra Features 


THAT MAKE YOUR SALES 


Easier, Faster, More Profitable... 


THESE FEATURES MAKE “LAP- DRAIN" THE ULTIMATE IN PERMANENT 
Pecis 5! _MAINTENANCE-FREE LEAKPROOF ROOFING 
sovees -ENGINEERED FOR MAXI. ¢ LENGTHS FROM 6 TO 24 FEET 


© NEW RIBBED DESIGN 
. sue EMBOSSED FINISH — REDUCES 










cpa 
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° CONVENIENT ARM SPAN (ar) WIDTH 






ee “MAGAZINES AND STATE FARM 










NICHOLS WIRE & ALUMINUM CO. Dept. AL-59, Davenport, lowa 


Yes, | am interested in "Lap-Drain' Aluminum Roofing. Please send a 
merchandising kit to: 





YOUR NAME @ TITLE 





STORE NAME 





ADDRESS 





city STATE 
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Another hot Skil Promotion for turnover! 








with SKILSAW model 536 GIFT PACK 


Sales records prove that the low cost, SKILSAW 61%” Model 536 saw is 
the power saw your customers want most. And to make it even easier 

to sell, SKIL has added a handy, adjustable rip guide plus an extra 
hard-tooth, combination blade (regular combined price retail $5.45). You 
buy the complete Gift Pack at $49.95 less your regular discount—the 
price of the saw alone. Ask your wholesaler or Skil representative now 
about the Model 536 Gift Pack. 


Offer expires December 31, 1959. 


FREE PROMOTION MATERIAL 
Colorful display eard packed 
with each Model 536 Gift Pack. 
You order window streamers, 
envelope stuffers and ad mats 
with postage-free reply card 
enclosed. 


SKIL CORPORATION + 5033 ELSTON AVENUE + CHICAGO 30, ILLINOIS 
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WHAT IS “DSC”? This insignia 
above, which you'll see used with many 
articles in A.L., is a symbol for DEAL- 
ER SALES CONTROL. It is one of the 
permanent principles guiding our edi- 
tors. It signifies a progressive manage- 
ment method—controlling the sale— 
which works for the home building, re- 
modeling, farm and commercial markets. 

When a dealer controls his sales, he 
performs services for either contractor 
or consumer, assuring adequate profit 
on materials and customer satisfaction. 

DSC can stem from land control, pre- 
fabing, financing, sales of new homes 
or remodeling packages (rather than 
pieces) to builders or consumers by the 
retailer. DSC also means product brands 
and specifications controlled by the deal- 


er. 

As the DSC principle grows, every 
segment of the building industry will 
benefit. There will be more building 
and remodeling; creative selling of qual- 
ity products; stable distribution and 
customer convenience through one-stop 
retail showrooms and stores. 

During the coming months you will 
see dramatic evidence of DSC in Amer- 
ican Lumberman. Topics to be covered 
include land development by the dealer; 
building companies controled by the deal- 
er; fabrication of trusses and other com- 
ponents by the dealer; control of the 
home improvement market by the dealer. 





Something to 
Think About .. . 





Tom Duggan, editor of the New York 
Lumber Trade Journal, tells this story 
that should give lumber producers some- 
thing to think about: 

“At a recent meeting attended by rep- 
resentatives of every aspect of the lum- 
ber industry, the subject of wood pro- 
motion came up. All agreed that the 
chairmanship of a certain committee 
should be vested in a wholesaler, ‘be- 
cause retailers don’t really care what 
they sell as long as they make a buck.’ 

“A lonely retailer present took um- 
brage at this train of thought and ex- 
pressed himself as follows: 

“If a man comes in and asks me which 
is better—a wooden storm door or an 
aluminum one, I'll tell him the truth. I'll 
recommend a wooden one, because I 
know it is superior. 

“ ‘But,’ he continued, “consider my po- 
sition. I sell a wood combination door 
for $14 and make 35%. I sell an alumi- 
num combination door for $20 and 
make 50%. Which do you think I'd 
rather sell?” 
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Brand New... 


and a beauty, too / 


Sonic . . . the ultimate in distinctive lockset styling. Used with 
a host of decorative escutcheons, this NATIONAL LOCKset 
creation lends a note of modern charm to every doorway. 

The skillfully proportioned Sonic knob is available in all 
popular finishes with optional inserts in contrasting finishes. 
Offered in all functions, Sonic is soundly engineered to 
provide troublefree performance for years to come. Stock the 


lockset that’s destined to become the new popularity winner. 


Whedalist$ HARDWARE DIVISION 


NATIONAL LOCK COMPANY °* Rockford, Illinois 
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PERSONAL VIEWPOINT 


Good Ones Get Away.... 


Several years ago, anticipating the need for trained men, the nation’s 
lumber dealers inspired four-year courses in building material retail- 
ing at many leading universities. “Inspired” is probably not the right 
word to describe the hard work and sincerity of many dealers actively 
encouraging these now successful courses. 





It was with regret that we reported in our June 22 issue the true 
picture—the end result of all this effort. Literally, the four year 
courses are now training most students competently for jobs with 
wholesalers and manufacturers. The young men who are the life 
blood for the future of the industry are shunning jobs with retailers. 
R. J. Emery, acting chairman of the Department of Building and 
Real Estate, University of Denver, gives the reasons: “higher starting 
salaries ($375-$425), definite training programs, better chance for 
advancement and sharper recruiting.” 


This manpower problem isn’t going to improve and changes must 
be made to really attract better people. A veteran dealer makes these 
suggestions: 


“Money, of course, is the key to the problem. As we now operate, 
margins being what they are, we just can’t pay big salaries, especial- 
ly to beginners. If we are going to hire top men, we must make more 
profit. It’s as simple as that. To make bigger profits we must change 
our traditional ways of doing business. Change and more money for 


the employes go together.” 


The road to more profit is becoming a bit smoother. Reports from 
many lumber dealer associations, covering 1958 operations will show 
a modest improvement in profits—the first in years. In reviewing 
these reports, the growing reliance on “DSC” (Dealer Sales Control)* 
becomes quite evident. Something often discussed as a desirable theory 
is becoming a practical business technique. 

Now, we’d be the first to say that DSC doesn’t come easy or over- 
night. It’s a gradual change based on common sense and tenacity. Sales 
control is fundamentally the only answer for low profits. Until you 
hold in your hands tight control, profits will remain down and quality 
personnel will go elsewhere. 


Aside from the ability to pay people more, the activities which 
lead to DSC solve the other employe problems Mr. Emery mentions. 


Selling a bill of material for a home is routine, not usually excit- 
ing. But a dealer working with land for homes or building homes, one 
staging frequent model home promotions, offers a more challenging 
future to a young man. 


Progressive, growing merchandising programs automatically call 
for interesting training and create more opportunities for advance- 
ment. 


Turning to remodeling business, we have pretty much the same 
story. If remodeling is handled as an orphan—quite casually—nothing 
much will happen. Yet the opportunities for profit, with both the 
salesman and dealer making money, are outstanding. 


We talked to a dealer last month who reported that the going salary 
for a kitchen specialist in his city was $10,000 a year plus. Retailers, 
he said, are paying this and still making a good profit, when they 
practiced DSC. 

It becomes then a matter of meeting the raids of distributors and 
manufacturers by paying top wages and constantly creating new op- 
portunities for advancement for qualified employes. 

If America’s population wasn’t booming, if there wasn’t keener in- 
terest in quality new homes and improved existing homes, the changes 
ahead for yards in marketing might prove difficult. As it now stands, 
we can tap our share of the expanded economy and pay attractive 
salaries if new methods of doing business are promptly adopted. 


* See page 5 





Announcing Sisalkraft’s 


NEW, YEAR 'ROUND 
WINDOW MATERIALS 
DEPARTMENT 


Displays... Sells... Dispenses 
. 


1 SISALARAFT 


* SISALKRAFT 
‘Sd leltilan Allok A atelicvalel es 
LS in Winter 


come J-1-1, 0, sleliclalel k3 
in the Summer () 








FEATURES: 


See your local wholesaler or distributor about the special 
introductory offer which includes the Merchandiser and .. . 


Fey ee 

KRAFT SISAL- GLAZE — semi-rigid, clear plastic glass 

f ESKAY-LITE—clear, flexible vinyl 
SISALITE — all-purpose polyethylene 


en 


_" 


' aes See. 


SISAL 


AMERICAN SISALKRAFT CORPORATION 


ChicagoG «+ NewYork17 °¢ #£xSan Francisco 5 
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NEW 
DEVELOPMENTS 


American Lumberman, July 20, 1959 


MAY RESIDENTIAL BUILDING CONTRACTS, according to F. W. Dodge, totaled $1,677,- 
324,000, up 25% over the May 1958 level. Within this category, contracts 
for single family homes scored the largest increase—33%. The number of 
total residential contracts in May was for 129,717 units. 

Sharp gains were reported in contracts for manufacturing and commercial 
buildings. Dodge comments this favorable trend indicates growing busi- 
ness optimism and increased activity for these areas in the months ahead. 


MASONITE'S PLASTIC WALL COMPONENT was viewed last month by several dealer mem- 
bers of the Lumber Dealer Research Council. The group visited Masonite's 
research laboratory at Naperville, near Chicago. Ray Harrell, LDRC execu- 
tive vice-president, commented that the trip was made to “see research 
activity .. . and to learn how we can work with them." Our July 6 edi- 
torial commented on Masonite's recent move to distribute wall components 
with a plastic core through lumber dealers. 


CONVENTIONAL LOANS OF 90% by state-chartered savings and loan associations 
have been approved by recent state legislatures in Indiana, New York and 
Oregon. Now competition alone will dictate whether the new terms are used 
or not. 
For the record, 20 states already have no statutory limit on the maximum 
percentage of loans to value ratios. The above has special importance 
as we move into the 60's and begin selling new homes to younger families 
in greater volume. By 1962, we anticipate a high percentage of home pur- 
chasers = 60-75% = will be under 30, with limited financial status. 


PEOPLE ALREADY have tremendous impact on new construction. A recent survey 
by Cornell University showed that 53% of all houses studied were bought by 
families whose head was less than 35 years old. Another 40% were by men 
55 to 50. Only 7% by those more than 50. 


AGITATION FOR POSTPONEMENT or exceptions to the new Minimum Property Standards 
continued right up to the July 1 deadline. As reported in the last issue 
NAHB asked for a breather and they were seconded by the National Lumber 
Manufacturers Association. NLMA was concerned over the changes on studs 
and lumber grades. 

Builder's objections are growing. In Southern California builders have 
petitioned FHA for more than 150 changes from the new MPS to Los Angeles 
standards. Contractors say compliance with MPS will add $500 to new house. 
FHA put new MPS rules into effect July 1, regardless of objections. They 
will allow some exceptions but these will be based on soil and climate. 
Local FHA offices will have little authority to grant exceptions, Wash- 
ington will be cautious. 


COLORADO HAS JUST PASSED THE first state law barring discrimination in the sale 
or renting of private housing. New York and Pittsburgh have such laws, 
but the only state bans have been limited to dwellings aided by government 
financing. Can this be the start of a trend, is it constitutional? 


LOOK FOR MORE PLYWOOD COMPONENTS to follow that announcement from Douglas Fir 
Plywood Association on their new Plywood Fabricating service. DFPA will 
work through independent fabricators. Prime target is to obtain 10% of 
all the residential roof market with a box beam and thick panel sub-floor 
combination. 

Particle board people are late starters but we anticipate they will soon 


d¥Yscover the footage possible in components. 


FREE DEALS AND DISCOUNTS are items for houses displayed during National Home 
Week (September 12-20) have been blossoming. Powers Regulator will kick 
in a $60 water control on quality homes. Sun-Trop Corp. offers a 40% dis- 
count and 25% ad allowance on baseboard heating. May be starting a trend! 
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The paneling 
with sales 
personality... 


Genuine American Walnut 


has pre-finished moldings to match! 


ou can sell a bigger package when you sell Bruce PlyWelsh 
b seein Paneling ... because perfectly matched moldings 
are available to provide the finishing touch to every installation. 

The 10 designs in these hardwood moldings meet every normal 
paneling requirement. Eight finishes are offered, to match perfectly 
with wall panel colors and species. Both moldings and the hardwood 
paneling are finished with the famous baked-in-the-wood process 
developed and patented by E. L. Bruce Co. for use on hardwood 
flooring. This super-durable surface makes mar-free installations 
possible by week-end carpenters as well as by professionals. 

Get complete facts on the Bruce PlyWelsh line of prefinished 


hardwood paneling today. It’s extra-profitable because it includes fi ‘ 1 ‘ ffl 
everything needed for any job. Write, or contact your distributor. The nish wont chip 0 + 


























Everything 
prefinished 
everything 

matches 




















Genuine Antique Birch 


PlyWelsh Panel Stretchers can be 
used in combination with 
panels to give added height 
or to vary wall pattern. 


PlyWelsh Matching Putty Sticks hide 
all nail holes effectively be- 
cause they are matched at the 
factory to each panel finish. 


Genuine Driftwood Ash 


PlyWelsh Match Stains make it a 
simple matter to match built- 
ins and accessory woodwork to 


PlyWelsh Prefinished Panels. 


PLYWJELSH 


Prefinished Hardwood Paneling 


Welsh Plywood Corporation, Subsidiary of E. L. Bruce Co., 1218 N. Hollywood, Memphis, Tenn. 
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Before it’s finished—a new house needs a lot of different Macks. 
Hefty concrete mixers. Trucks and tractors with lumber, steel and 
bricks... with plumbing and heating equipment. For there are 
Mack trucks for every hauling job... just as there are Macks for 
every company—big or small. 

















In fact, hundreds of smaller concerns report that Mack dependa- 
bility and capacity mean fewer trucks and fewer drivers... that 
Mack trucks haul more ton-miles per operating dollar than any other 
make ... that Mack quality construction pays off for them in major 
operating and maintenance economies. 


Let Mack [users] tell you how they get 


Solid Savings On 
Workaday Jobs 
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Thinking hard about cutting costs these days? 

Let a Mack truck user open your eyes to some really 
substantial savings in your hauling department. 

He'll tell you that when a Mack is new, it trims back 
your outlays for upkeep, fuel and parts. That’s only 
reasonable, for Mack trucks are built throughout to higher 
standards than any other. 

Then he’ll explain that Mack savings really go into high 
gear at the point where other trucks need replacing. From 
then on you’re not paying out for a new truck... and 
you still have a Mack—a unit that’s on top of the job 
every working day of the year. 

And finally, he’ll show you how the high availability of 
a Mack truck enables you to function with fewer trucks 
and fewer drivers... permits you to plan ahead with 








confidence, for you know that you’ll never be faced with 
the cost of a new unit when it’s least expected. 

Your Mack branch or distributor will gladly list the 
Mack users in your vicinity: truck operators with one 
Mack in service ...or a hundred. Ask any one of them 
how much a single Mack saves them each year—every year. 

Then ask yourself—can I afford NOT to own Macks? 
Mack Trucks, Inc., Plainfield, New Jersey. In Canada: 
Mack Trucks of Canada, Ltd. 


MAC K 


tet. BAM Er F-6 8 


TRUCKS 
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Promotional 
Mailings 
That Will Make 
TRUSCON 
METAL LATH 
the talk of the 
Building 
Trade! 
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Truscon Dealers have seen this 


It’s the presentation of the 1959 promotion on new 
Truscon Tru-Diamond Metal Lath which shows 
why Truscon Dealers are going to have the biggest, 
most profitable year in metal lath history. 


What isn’t shown in this part of the presentation 
is the product. $1,500,000 has been invested in equip- 
ment for new and improved Truscon Tru-Diamond 
Metal Lath and other Metal Lath Products and 
Accessories. 


... the best keying lath in the industry. 
... the lath with minimum selvage edges. 
.. . the squarest, truest lath on the market. 


There will never be a better time than now to 
become a Truscon Metal Lath Dealer. We’d like 
to tell you about the product and the program in 
detail. Why not write or phone us and set a date 
when we can get together? 


TRUSCON DIVISION 


4 CS Youngstown 1, Ohio 


NAMES YOU CAN BUILD ON 


Ps foe STEEL 
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"Now ! disjlay a full line in ¥Y3 less space !” 
says Carl E. Graeff, Dayton, Ohio 


“With the Lufkin Turnover Target, I can 
show all the measuring tools I need in a third 
less space,”’ writes Mr. Graeff. 

‘My inventory is 36% smaller (38 items instead 
of 59). Yet my customers think I’m offering a 
more complete selection than before. 

“T used to display measuring tools in a glass 
case. They were hard to get at, hard to inventory, 
took a lot of valuable space. By getting them out 
in the open, measuring tools took a big jump in 
sales and I now can take inventory in seconds. 

“When I saw what this open-display idea was 
doing for measuring tools, I reorganized the whole 
tool department. This saved even more space 


’ 


and helped boost sales of all my tools.’ 


Take a tip from Mr. Graeff. Measuring tools 
are basic in almost any job. Any customer interested 
in tools is also interested in measuring tools. And 
vice versa. Group them together...out where cus- 
tomers can handle them . . . and sales will jump. 


Find out from your supplier, as quick 
as you can, how to get this money-making 
Turnover Target display. Lufkin Rule ,,,,0)., 


Company, Saginaw, Michigan. ry yay at 
? > i] PROGRAM 


THE UF KUN ave COMPANY 


TAPES + RULES + PRECIBION TOOLS 
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yes indeed — 
whitest in the bag— 
whitest in the mix— 


whitest in the 
completed job! 


Trinity White is a true portland cement made from materials that 
are free from color minerals. It is an intense and very beautiful white. Makes 
the most attractive of all concrete, either in the pure white or with tinting 
pigments added. A favorite with architects and builders and with 


do-it-yourself home owners. For dealer information write 


Trinity White, 111 W. Monroe St., Chicago 





a product of GENERAL PORTLAND CEMENT CO. 
Send for your copy of this new 


CHICAGO «+ DALLAS + CHATTANOOGA «+ TAMPA «+ LOS ANGELES popular booklet for consumers. 
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THE BIG TREND HAS STARTED! 


NOW CONTRACTORS NEED 
PENTA PRESSURE-TREATED LUMBER 
TO MEET NEW FHA 


With the Federal Housing Administra- 
tion’s New Minimum Property Stand- 
ards already in effect, home builders 
throughout the country are starting to 
order Penta-treated lumber for sills and 
plates to qualify for FHA and VA mort- 
gage loans. 


Well aware of the termite and decay 
hazards, FHA chief architects in many 
districts throughout the country have 
indicated they will require decay pro- 
tection of “sills and plates in contact 
with concrete or masonry within 24 
inches of the ground.”’ For such protec- 
tion, the lumber used must be either 
PRESSURE-TREATED, or scarce, 
expensive, naturally resistant woods. To 
keep building costs down, builders will 
naturally specify pressure-treated lum- 
ber. And Penta, of course, is the only 
non-bleeding, non-leaching, clean wood 
preservative for housing. 


As a result, home builders, anxious to 
get FHA backing for their homes, will 
be demanding Penta pressure-treated 
lumber in much greater volume than 
ever before! 

Don't miss your share of this permanent, Penta “vaccinates” wood against dry rot, decay, termites 
high volume demand for Penta-treated and other wood-boring insects. Penta is forced deep 


lumber in your area! If you are not now down into the wood cells and stays there to protect for 
30 years and more. Rain and ground water can’t wash 


handling Penta pressure-trea lumber, Penta out. Confined inside moisture can't harm Penta- 
write Monsanto at once for the names of treated wood. Sun won't boil it out. And Penta is clean, 
wood-treating plants nearest you. easy to handle, and can be specified for paintability. 


Why Penta pressure-treated wood 
wins ‘‘okay’’ for sills, joists, plates 


M 4 | “ 
MAIL THIS COUPON TODAY! iN { | 
MONSANTO CHEMICAL CO. — 

Organic Chemicals Division 

Dept. PE, St. Louis 66, Mo. 

Please send list of Penta wood-treating plants 
in my area. 


Name 

Company 

Address 

City 
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: 
NO. 500 BEVERLY 
KEY-IN-KNOB LOCK 
FINISH US \10 


Ae) 0 CROWN ROYA 
PASSAGE SET 





Now there cre three distinctive Weiser Lock 


styles available-to suit-every-architectural 


—themie—every-tulider's teste. 


the SS Sexerly,the. (aadiioae) troy 
and ee caewrae Crown Royal. 


¢ “SOUTH GATE; CALIFORNIA 








Trust your AIM*...Moser Lumber Co. did... 
Acme Steel Strapping speeds lumber handling 


Acme Idea Man, 

Bill Saari helps | 
many companies 
to better, foster | 

packaging and 

product handling. 
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MOSER LUMBER COMPANY, NAPERVILLE, ILLINOIS, with the help of 
an Acme Steel Strapping Idea, has achieved a much faster way to deliver 
lumber to local home builders. (Idea No. U5-4) 

Strapped lumber packages are loaded by lift truck in a matter of 
minutes at the yard, and unloaded at the building site in 5 minutes 

with the use of roll-off trucks. Formerly all this was done by hand. 
Heavy-duty Acme Steel Strapping allows larger truck loads and keeps 
lumber secure and protected during transit and after unloading. 

Now each truck makes double the number of trips per 

working day. Another example of time and manpower being used to 
the best advantage through the application of Acme Ideas. 

“Trust your Acme idea Man. His experience qualifies him to discuss 
your packing and shipping problems. Write Dept. ABU-79, Acme Steel 
Products Division, Acme Steel Company, Chicago 27, Illinois. 

In Canada, Acme Steel Company of Canada, Limited, 

743 Warden Avenue, Toronto 13, Ontario. 


aut STEEL STRAPPING 
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| IMPROVED SURFACE AT LOWER COST 


SMITE ane e R HR 


Date cts. 
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FROM THE CHEMISTRY OF SYNTHETIC RESIN BINDERS 




















) Gramite JBa@aared| unvesavwenn 


oT ROS irae 
Piero SR a a 


Granite Board is news! It's an improved underlayment 
for floor coverings. With a smooth, micro-sanded 
surface free from knots, patches and grain defects. 
And at a low, low price! 

Granite Board is made from resin-bonded Eastern 
White Pine. It is exceptionally uniform, dimensionally 
stable. Eliminates “‘show through"’ irregularities and 
cracks in wood floors and sub-floors. Needs no filling 


STRUCTURAL PRODUCTS DIVISION 
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or patching. Insulates. Reduces noise transmission. 
Resists indentations. Increases cushioning. 

Granite Board can be sawed, planed or routed. 
Nails firmly. Screws easily. Will not split. Uses include 
wall panels and partitions, as well as underlayment. 
Why not offer the advantages of Granite Board to 
your customers? Contact your nearest National 
office for full details. 


ahonal 


STARCH and CHEMICAL 


CORPORATION 


750 Third Avenue, New York 17 
3641 So. Washtenaw Avenue, Chicago 32 
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Suggests Sale of Sheathing Lumber By The 


Square; Beams Ripped from Panels 


Washington lumberman disagrees with Dealer Howard 
Leach's proposal to revamp lumber standard sizes. But he 
comes up with suggestions that could accomplish the same 
aim of making lumber easier to sell. 


“There may be considerable room 
for improvement in our present sys- 
tem of lumber standards, but the 
building trade has learned to use our 
standards efficiently,” says C. J. 
Wentz, Long-Bell Div., International 
Paper Co., Longview, Wash. 

Wentz’ comments were made in 
response to the suggestion for re- 
vamping of lumber sizes by Paul 
Howard Leach, dealer from Joliet, 
Ill., as reported in the June 8 issue 
of American Lumberman. Leach said 
that lumber can and should be made 
in exact sizes for joists, studs, rafters 
and sheathing and “a hundred feet of 
lumber should cover a hundred feet, 
like every other product and like 
customers expect.” 

Expressing his personal views on 
lumber sizes, Wentz said: 

“If we want a full size after hav- 
ing been dried and surfaced, we 
would have to cut out 2x4s in the 
rough green about 248”x4%%” and an 
equivalent number of pieces of this 
material would have a footage of 
about 1,300 feet. Someone would 
have to pay for that extra 300 feet. 

“It may be that by redesigning our 
structures the customer could get the 
full use of this 300 feet by using 
fewer pieces. Possibly, by using the 
stock for studs, they could space 
them 2’ apart rather than 16”. How- 
ever, full 2x4s for plates or short 
studs would add little or no benefit, 
and it might be a waste of material. 
Further, I think there would be com- 
plaints from customers who _ have 
learned to use the present standard 
sizes. 

Joists and rafters, “The strength of 
a beam or joist or rafter varies di- 
rectly with the square of the depth, so 
that a joist 742” deep might actually 
be nearly twice as strong as one only 
5%” deep. The stiffness varies with 
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the cube of the depth, so this works 
out to where a member 712” deep 
with be more than 2 times as stiff as 
one 542”. I am showing below the 
figures on 12” breaks: 


Increase Increase 
in in 
Strength Cube Stiffness 
Depth. Sq 
5.5 30.25 — 166.4 — 
6.0 36.00 19% 216.0 30% 
65:42:25 - 40 274.6 65% 
7.0 49.00 62 343.0 106% 
79 See 86 421.8 165% 


“An architect might figure the 
load that will be created by the length 
of the span and order the exact 
width to carry the load. This is done 
in steel and aluminum, which can be 
melted and cast in-any size or shape 
required. The only way I can see that 
we could accomplish this is to glue 


Fish. a 


the stock into wide  widths—let us 
say 48” wide panels. Then the retailer 
could fill his order by ripping off the 
width that is required by the builder, 
exactly to the fraction of an inch. 

“I doubt, however, if very many 
contractors are sufficiently informed 
to compute the necessary amount of 
material in this manner. But it would 
seem a logical development. And we 
may learn to melt the log, so to speak, 
and re-arrange the wood fibers in 
any shape or size required by the 
buyer. I mean that seriously. 

Sheathing. “West Coast mills must 
furnish sheathing in the same widths 
as dimension, because it is produced 
by resawing 2” stock. I can see where 
it would be an advantage (as Leach 
suggests) to sell sheathing in lengths 
that are multiples of 16”. But I think 
we would lose the full benefit of this 
because not all of it is used that way, 
particularly in diagonal sheathing. It 
might be we would encounter just as 
much waste when using multiples of 
16” as we would multiples of 2”. 

“When used as sub-flooring the 
stock is usually applied diagonally, so 
I can’t see any advantage in mul- 
tiples of 16” there. Also, when used 


Ohio Dealer Suggests Solution 
To Lumber Size Problem 


To the Editors: 


“Congratulations to Mr. Howard Leach for his article on lumber size simpli- 
fication. We think he is thinking straight. We propose a solution as follows: 

“‘Dimension—All finished sizes, 1%” x Full. 

*‘Boards—All finished sizés, 34” x Full. 

“T&G—Finished size 34” x Y2” less than Full—but sold on basis of actual 


face measure. 


“What we propose is trading thickness for width, without changing the total 
square area. This should be acceptable to loggers and sawmill men. With the 
same area we would gain strength on joists, studs and rafters. This should be 


acceptable to FHA and other agencies. 


“Selling lumber or any other product on the basis of actual face measure 


is a reform long overdue.” 


Orville Johnson 
Lumber & Allied Materials 
Arlington, Ohio. 
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in form work, many would find 2’ 
multiples better than 16”. 

“To change to either 16” or 1’ 
multiples would save material at the 
manutacturer’s level. But I doubt if 
any mill would change at this time as 
it would require expensive equip- 
ment. Also, I think the majority of 
our customers would object.” 

Sales suggestion. Dealer Leach ob- 
jected in his article to the fact that 
the retailer does not sell 100% cov- 
erage; lumber is short measure. Wentz 
sugg¢sted revisions in selling practices 
to solve the problem. On dimension, 
he suggests sales by the lineal foot or 
by the piece to avoid any prejudice 
by customers who compute invoices 
on rough green sizes instead of net. 
“This would be a much more simple 
solution than to change the net sizes 
which would necessitate sweeping 
changes in all of our building codes 
(though this may not be a bad idea),” 
said Wentz. 

For sheathing, Wentz suggested sales 
by the square, the same as for 
shingles. “It would be a simple mat- 
ter to convert the board measure to 
square footage coverage and sell it 
accordingly,” he wrote. 

“Dealers might object because the 
price per unit would be higher than at 
present. But I think it would be very 
sound if every retailer in the coun- 
try would sell sheathing and flooring 
by the square so that the buyer 
would know exactly what he is get- 
ting and how much it costs him,” 
Wentz concluded. 





AWARD-WINNING BUILDING PARTI- 
TION—The combination plywood and 
corrugated fibre board building partition 
made by International Paper Co., New 
York, was awarded a bronze ribbon in a 
competition sponsored by Fibre Box 
Association. It is an interior panel parti- 
tion, two plywood pieces separated by 
corrugated partitions. It has low initial 
cost, light weight and high strength as 
well as good insulation properties, the 
makers say. 











July 20, 1959, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER 





AREA 1 -- West of Cascades 

Annual Volume nder $150, 000 
5 % 

Sales 100.0 

Cost of Sales 68. 8 

Gross Profit 6, 753 31 

Total Expenses 6, 803 31.4 















Net Profit ( 50) ( 
Other Income 169 





Net Income 
Ratio of Net Income to Total Assets oa 
Days outstanding on accounts re 4 80 da 
Inventory turnover (annual) 1. 6 times 
AREA 2 -- East 
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Large Yards in Small Western Towns 
Report 7.3% Net Profit 


It's profitable prosperity for some 
dealers in the Pacific Northwest. The 
over-$300,000 annual volume dealers 
in the smaller population areas of that 
region report an average net profit 
of 7.3% for the January-March, 1959 
quarter. 

This was revealed by the first quar- 
ter operating statement survey issued 
in mid-June by the Western Retail 
Lumbermen’s Association. 

“For the present we have discon- 
tinued our annual cost-of-doing-busi- 
ness survey,” said managing director 
Ross G. Kincaid, Seattle. 

“This new quick report comes from 
firms that are operating a modern 
accounting system. They represent the 
cream of the yards in the Pacific 
Northwest. By using the same firms’ 
figures each quarter we not only give 
all members a goal at which to shoot 
but are able to develop accurate 
trends. Members can take corrective 
action, if necessary, quickly.” 

Small population areas. The 7.3% 
net profit was reported by the over- 
$300,000 annual volume dealers in 
eastern Washington-Oregon-western 
Idaho, a region of few large cities 
and many wide open spaces. 

Analysis of the top yards’ statement 
reveals they could have done much 
better if they had been as successful 
as dealers in other areas of the region 
in getting improved gross profit, or if 


they had taken as many discounts on 
purchases. Major reason for the good 
net profit figure is found in low ex- 
penses; at least 6.3 percentage points 
lower than other volume or area 
groups within the region. 

(Watch future issues of American 
Lumberman for complete reports on 
1958 operating results of lumber deal- 
ers across the country). 


Earl M. Rooney Dies 


Earl M. Rooney, 62, St. Paul, 
Minn., advertising manager of Weyer- 
haeuser Sales Co. since 1936, died 
June 29 as the result of a heart condi- 
tion. Mr. Rooney is survived by his 
widow, three daughters and a son. 


Main Line Homes Appoints 
Dealership in Ohio 


Main Line Lumber & Millwork Co., 
Wayne, Penna., has appointed The 
Adkins Lumber & Supply Co., East 
Liverpool, Ohio as exclusive repre- 
sentative for the sale of Main Line 
pre-cut homes in that area. 

Ralph K. Madway, president Main 
Line, said that the Ohio dealership is 
a step in his company’s program to 
establish new franchised dealers in 
the 11-state area in the eastern part 
of the U. S. 





Plywood Industry Needs More Money 
For Research, DFPA Head Says 


Although the fir plywood industry, 
through the Douglas Fir Plywood As- 
sociation, is outspending the entire 
lumber industry in terms of funds al- 
located for research, it is still spend- 
ing a “painfully small percent of sales 
dollars on research compared to oth- 
er industries,” according to DFPA 
president, A. W. Agnew. 

Association members meeting in 
Gearhart, Oreg., were told that the 


average cost of research as a percent 
of sales is 33 times fir plywood. The 
glass industry, Agnew said, spends 21 
times as much as the plywood people 
on research. 

The 325 western plywood manu- 
facturers also heard W. D. Page, ex- 
ecutive director of Plywood Fabrica- 
tors Service, Inc., who announced 
that his organization has already 
signed nine fabricators who will as- 


semble box beams and stress skin 
panels. 

PFS provides quality control, engi- 
neering help and promotional assist- 
ance to fabricators of plywood com- 
ponents. 

W. E. Difford, DFPA managing di- 
rector, noted that the first quarter of 
1959 saw plywood sales set an all- 
time record and that the industry has 
set a new sales record in each of the 
past 14 years. 


Asks Congress to Study 
Import Decision 
Congressional investigation has been 


asked by the Hardwood Plywood In- 
stitute of a decision by the U. S. Tariff 
Commission’s June 22 decision that 
imports of lauan plywood from Japan 
is not directly competitive with domes- 
tic products, according to Clark E. 
McDonald, managing director of HPI. 

“This decision has the effect of 
nullifying the Escape Clause provision 
of the Trade Agreements Exemption 
Act” McDonald says. 

In a 4 to 2 decision, the commission 
denied relief to the domestic hardwood 
plywood industry, as reported in your 
July 6 issue of American Lumberman. 

“The decision means the Tariff 
Commission believes Japanese lauan 
plywood is unique, not being plywood 
because its extremely low price has 
taken it out of competition with do- 
mestic-made hardwood plywood _in- 
cluding domestically produced lauan,” 
McDonald said. “If the decision is cor- 
rect, then no species of plywood is in 
competition with other species. 

“Since there is no appeal from the 
Tariff Commission decision, an inves- 
tigation by Congress would be help- 
ful,” he added. “Every American hard- 
wood plywood manufacturer should 
ask his Congressmen and Senators to 
have an investigation instituted. At the 
present time the Escape Clause proce- 
dure is a snare and a delusion. The 
importers and the U. S. State Depart- 
ment want this procedure retained as 
Americans must now proceed on this 
course when the result is predeter- 
mined.” 





THE WORKHORSE OF LIFT TRUCKS 


\iagee 


Erickson is carefully building a sound, sub- 
stantial dealer organization in North America. 
Only experienced dealers are being selected— 
who will have Erickson Fork and Platform Lift 
Trucks on display; who will carry parts and 
be equipped to render a complete repair and 
maintenance service to all industrial truck users. 


The two Erickson Trucks shown here— Model 
FK-80 and Model F-4W—are very popular 
for lumber yard service. With large pneumatic 
tires and excellent balance, they are unexcelled 
for traction. 


Erickson’s unique design in sideshifters pro- 
duces no lost load center. Erickson trucks with 
sideshifter retain their full rated capacity. a oa 
FORK LIFT VIOLATION—Employe riding 
on the side of a fork truck violates all 
safety rules. Picture above was taken by 
an insurance inspector whose report on 
dangerous practices found in lumber- 
yards is told on page 64 this issue. 


Write for catalog and name of 
your nearest Erickson sales- 
parts-service headquarters. 





ERICKSON POWER LIFT TRUCKS, INC. 


267 St. Anthony Bivd. N. E., Minneapolis 18, Minn. 
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LUCKY KEY CONTEST 


Sales Tested in *58—Now Proving Itself a Solid Profit Builder in ’59 


EXCITING 

NEW LOCK DESIGN 

. . . patterned metal insert 
now available with 
Alignalock and Sentrylock. 


There’s still time to tie in . . . still time to cash in on one of 
the most exciting contests ever developed to help your builder 
customers sell more homes, help you sell more hardware. 

With Sargent’s “Lucky Key” Contest you can help your 
builders develop: 

e steady, continuous traffic in their model homes. 
e a growing list of home-buyer prospects. 
e an invaluable record of consumer reactions to new home 
features. 
. ALL FREE FROM SARGENT!-—a bright new package of 

“Lucky Key” merchandising material, Westinghouse prize 
radios for local awards, and a $500 National Cash Award. 

For complete details on the new 1959 Lucky Key Contest, 
or on Sargent’s complete line of residential hardware, write: Sargent 
& Company, New Haven 9, Conn. 








(Letters to the Editor) 


What's Best for Lumber Sheds: 
Engineering or Rule-of-Thumb? 


“Doesn't Meet Code” 

I was shocked to read your article 
“Protection for 75¢ Per Square Foot” 
in the May 11 issue. I have no objec- 
tion to telling advantages of pole 
buildings but I do object to your 
publishing information about a pole 
building that does not conform to 
good building practice. 

In your drawing you show 2 x 6 
purlins 24” o.c. across a 20’ span. 
These have a maximum capacity of 
10.7 pounds per square foot. There is 
not a building code in the country 
that would allow this construction, 
yet you advocate this is what the 
dealer should build. 

Why not promote good quality con- 
struction? You have an architect on 
your staff. Let him check out pro- 
posed construction details before you 
publish detail drawings. If you will 
promote good quality construction it 
will benefit everyone and be a dis- 
service to no one—F. W. Beller, 
president, Belson Mfg. Co., North 
Aurora, Ill. 

“Must Have Been Lucky?” 


Thank you for sending me Mr. 
Beller’s letter. Out here in the country 





Handyman Atmosphere Is Key 
To Cutting Sales Costs 


A western lumber dealer, who spe- 
cializes in self-service for handyman 
trade, says that the important element 
for self-service success is to create the 
right “atmosphere.” He lists these 
points to build that atmosphere: 

* Individual price on pile or display 

* Individual price on each item 

* Shopping carts 

* Central check-out 

* Good circulation, easy to get from 
one display to another, one bin to an- 
other all leading to central check-out. 
* Good lighting 

“One hardware store complained to 
me that people would not help them- 
selves in his store,” this dealer said. 
“But no wonder—he had his store so 
dark that you couldn’t see your hand 
in front of your face! Yet, he was 
right next door to a grocery super do- 
ing over a million a year. He could 
have at least noticed the brightness of 
the food supermarkets and other re- 
tailers who sell on a self-service basis. 

“I even sent the guy a pamphlet 
put out by a lighting company; told 
him to buy a few lighting fixtures at 
wholesale and to use one of his poor 
accounts receivable to have them in- 
stalled. But he did nothing. Just com- 
plained! 

“The ATMOSPHERE has to be 
created. People do not walk into a 
morgue and act like they are in a 
saloon.” 
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we do not have any local codes, so the 
farmers and businessmen build what 
they want. I did not get an architect 
to check the strength of my building. 
Instead, I noticed that barns with 
similar support had been standing for 
some time so I figured it would be 
o.k. 


We must have been lucky last win- 
ter. We did not get quite as much 
snow as our neighbors in Oswego but 
we got more than our usual amount 
and the shed never even sagged. We 
did not shovel off the roof, either. 

There is another side to this shed 
business, too. We did not want an 
architectural masterpiece like a 
school. We wanted some shelter that 
would be more convenient than build- 
ing paper for covering lumber. For a 
small expenditure we got it, and I 
think it will last 20 years.—William 
VanArsdale, manager, The Elitsac Co., 
Castile, N. Y. 





CONCRETE COMPONENT HOMES—Cellular concrete panels called Calsi-Crete are 
fastened together for walls and roofs in houses by CMC Homes, Inc., Chicago. Maker 
claims that the precast 20”-wide, fireproof panels can be nailed and sawed, are 
light enough for two men to handle. Panels are caulked and finished inside by either 
painting, plastering, paper or wood paneling. One home consists of from 125 to 
150 panels, shipped from Pacific, Mo. Qualities include excellent soundproofing and 


insulation, the company states. 





Third Plywood Tester Begins Work 


Quality control and grade stamping 
of fir plywood is now being supplied 
by the Pittsburgh Testing Laboratory. 
This is in addition to the Douglas Fir 
Plywood Association and the Timber 
Engineering Co. 

“We have set up complete labor- 
atory facilities staffed with experi- 
enced personnel at our Seattle district 
office,” says W. T. McHugh, assistant 
to the president. “At present we have 
six plywood mills under contract. We 
entered the quality control service 
program about April 1 after receiving 
approval from FHA to conduct the 
testing and inspection of plywood and 
other glued-up materials as an inde- 
pendent testing agency.” 

The PTL program includes quality 
control at the mill, visual inspection of 
the veneer and grading, of glue spread- 
ing, of make-up of panels and all 
manufacturing processes and of the 


finished product, McHugh revealed. 
“We regularly and frequently select 
panels at random from_ producers’ 
mills for complete laboratory tests,” 
he said. “The entire quality control 
program is under the direct supervi- 
sion of a recognized authority in the 
plywood industry who is a member of 
the Laboratory’s staff of engineers.” 





Tested in accordance with 
Commercial Standard 


CS45-55 Awnoew 


Douc.ias Fir PLywooo 


GRADE CD-INT (STRUC) 








TYPICAL GRADE MARK applied to panels 
in mills served by the Pittsburgh Testing 
Laboratory. FHA qualifications are met 
by this grade mark, PTL officials say. 
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Sun Valley Aluminum Sliding Glass Doors 
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JUNIOR DOOR 


e@ A quality door specifically de- 
signed for use in modestly priced 
homes, and interior applications 
in fixed Panel or multiple slide 
series 

@ The Junior Door while compet- 
itively priced has many of the Sun 
Valley quality features. 


For full details write to: Sun Valley Industries, Inc. at either: 












SUN VALLEY DOORS 
IN FULL COLOR BEAUTY 


IMPERIAL Both the Imperial Weatherwall and 
WEATHERWALL the Senior Door are available in 
10 original, ‘Decorator Series’’, 
colors; not paint, not enamel, not 
anodizing, but a new process... 
epoxy, a color impregnated resin 
with the added weight of 1" that is durable, longlasting and 
insulated glass. Can also be highly chip resistant. This Sun 
single glazed. Valley exclusive opens up many 
new areas to the use of Aluminum 
Sliding Glass Doors. 


e@ The Imperial Weather- 
wall’s exclusive design has 
proven completely its ability 
to operate effortlessly even 


@ Many other features such 
as: Endless Vinyl ‘‘wrap- 
around” glazing bead, mul- 
tiple Mohair silicoated pile 
weather stripping, extra 
heavy extrusions, truss prin- 
ciple rigid Frame and dual 
adjustable tandem rollers, 
make the Imperial Weather- 
wall the finest sliding ; 

door available. 


x2 


i & 


SENIOR 
CONVERTIBLE 


@ The Senior door Frame is 
designed to accommodate 
two distinct type Panels 
either single or %" insulated 
glass without an adaptor or 
extra cost. 

@ Exclusive truss design ~ aT a 
principle gives the Senior : = | 
Door “‘walk-in’”’ Frame com- 

plete rigidity, simplifying “ann : | 
installation. f - Q s 
@ Complete weather strip- ~ 

ping to protect against wind, 

cold or rain. 


~~ 


hh 


B sgt 
a a os 


@ Simplicity and cleanness 
of design assures years 

of service free 
performance. 


8354 San Fernando Road, Sun Valley, California 
4528 West 51st Street, Chicago, Illinois 
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what he wants... 


with MASONITE 
EXTERIOR PRODUCTS 


He wants, first of all, an exterior material that'll 
attract and win customers. 
Not one but six different types of Masonite 
MASONITE SHADOWVENT hardboard panels give the builder a broad choice 
_ pe — _ SIDING of pleasing designs—enough possible combinations 
ren . to plan for a good-sized subdivision with 
plenty of variation. 



































Then he wants a good price. 
The superior quality of these dense, grainless 

panels is not expensive. What’s more, they offer 
substantial savings through lower cutting losses, 
faster application and painting. 

















And he wants “‘clean”’ sales to his customers. 
The strength and stability, the resistance to 
weather and surface hazards of Masonite exterior 
panels go a long way to building good will for him— 
and for you—among home-buyers. 

















You'll profit, too, with the broad Masonite line. 





You can put this famous name to work for you... 
winning new customers among builders, contractors, 
homeowners, farmers—everybody who visits or 
phones your yard. And Masonite will help you with 
complete merchandising and selling programs. Talk 
to your Masonite Representative or write Masonite 
Corporation, Dept. AL-720, Box 777, Chicago 90, IIl. 
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®masonite Corporation—manutlacturer ality panel ¢ Jucts. 
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®Masonite Panelgroove, Ridgeline, Shadowvent and Ri aa te 
ore registered trade-marks of ales te Co ration. 
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Distributors Announced 


* Curtis Companies, Inc., Clinton, 
lowa, has appointed A. W. Hastings 
& Co., Somerville, Mass., a whole- 
sale distributor for Curtis products in 
Maine, N. H., R. I. and eastern Mass. 
* The Morgan Co., Oshkosh, Wis., 
has appointed The Mahoney Sash & 
Door Co, of Canton and Youngstown, 
Ohio, as a distributor of its wood- 
work in Ohio. Randall Brothers, At- 
lanta, has been named a distributor 
of Morgan woodwork in the Georgia 
area. 

* Two 


new distributors of Pionite 


Lifetime Laminates have been ap- 
pointed by Pioneer Plastics Corp., 
Sanford, Maine. Davis Plywood 
Corp., Cleveland, will distribute Pio- 
nite in northern Ohio; Modern Ap- 
pliance & Supply Co., New Orleans, 
will distribute Pionite in La. 

* Masterson’s Equipment, Inc., Seat- 
tle, has been named franchise rep- 
resentative for Yale & Towne Mfg. 
Co. industrial lift trucks and tractor 
shovels in western and central Wash- 
ington state. 

* Appointment of eight new distrib- 
utors by Filon Plastics Corp., El 
Segundo, Calif., is announced. They 








STORM 


NOW — YOU HAVE 
YOUR CHOICE OF: 


A. Complete Combination Alumi- 
num Self-Storing Storm Door 
Units. 


Lineals for you to assemble. 
Important features: 


Full one-inch door 

Completely weather-stripped 
Equipped with piano hinge or 3 
stainless steel Oilite bearings. 


STORM WINDOWS 


We can ALSO furnish you with lineals for THREE 
types of completely weather-stripped combina- 
tion aluminum Storm Windows: 


1. Two-track overlap _ 


2. Two-track blind stop 


Triple tilt 


P.O. Box 26 Phone STate 6-6364 
Powderly Station, Birmingham, Ala. 


Please send me information on the following: 
() Complete Storm Door Units 

( Lineals for Storm Doors 

(1 Two-track overlap Storm Windows 

(] Two-track blind stop Storm Windows 

(2 Triple tilt Storm Windows 


Name 
Company 
Address__ ae 


City 








a 


we cuose 





State 


ALUMINUM FRAME BY THE LINEAL FOOT — ROLLED AND-EXTRUDED 
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are Peninsular Supply Co. with offices 
in Miami, Ft. Lauderdale and West 
Palm Beach, Fla.; Pyramid Products 
Co., Kansas City, Mo.; J & J Steel 
and Supply Co., Odessa, Tex.; North- 
eastern Supply Co., Ipswich, Mass.; 
Bowman Equipment Co., Houston, 
Tex.; Wright Sales Co., Dallas, Tex.; 
Georgia-Pacific Corp., Providence, 
R. L; and Carter-Lee Lumber Co., 
Indianapolis, Ind. 


Import Threat Spurs Use 
Of Mechanical Handling 


American industry is turning to 
more mechanical handling equipment 
as One answer to reduce costs and 
compete more favorably with im- 
ports, according to Gilbert W. Chap- 
man, president of Yale and Towne, 
whose materials handling division has 
announced an entirely new line of 
fork lift equipment. 

Incoming orders for Yale and 
Towne’s materials handling euipment 
during the first five months this year 
average about 50% ahead of last year, 
Chapman told a press conference 
during a recent Materials Handling 
Institute Exposition in Cleveland. 

He predicted that his company will 
probably establish a new annual sales 
record in 1959 with $140 million. 
The goal is to increase sales to $200 
million, he said. 

John A. Baldinger, vice-president, 
said that the new equipment lines by 
Yale and Towne represent more than 
$2 million in research and engineer- 
ing. See page 52 this issue for details 
on new equipment which can be used 
in the retail lumberyard. 


Fire Hits Knecht Lumber 

Storage yards and warehouses were 
destroyed in a_ night-long fire at 
Knecht Lumber Co., Rapid City, 
S. D., late last month. 

Clem Knecht said the loss was near- 
ly a half million dollars in lumber. 
“But we were in business the follow- 
ing day thanks to the wonderful spirit 
of our employes, as well as the coop- 
eration from our competitors and town 
people,” the family spokesman said. 


Revised Roofing Book 

The third edition of “Roofing— 
Estimating, Applying, Repairing” by 
James McCawley, has been complete- 
ly rewritten and covers every phase 
of the roofing business. Subjects in- 
clude asphalt and coal tar pitch roof 
coverings, asbestos-cement shingles and 
sheets, slate and tile, wood shingles, 
metal shingles and sheets, plastic roof- 
ings, thatching, building movement, 
estimating. New data on waterproofing 
of thin shell concrete roofs is included. 

McCawley, editor of National 
Roofer, said his book is a compendium 
of opinions, as well as fact. Price $10. 
Order from Shelter Publications, 180 
N. Wacker Dr., Chicago 6, III. 
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Dealer Sales Control Through Land 
Will Be Told Through NRLDA Session 


Breakfast management _ sessions 
scheduled for the 1959 National Re- 
tail Lumber Dealers Exposition will 
feature marketing problems, dealer 
building and land control, customer 
relations, personnel training, home 
improvement and kitchen merchan- 
dising, sales promotion and_financ- 
ing. 

The Exposition will get underway 
on Saturday, November 14, with a 
kickoff breakfast at the Sheraton 
Cleveland hotel and will be open to 
dealers through November 17 at 
Cleveland’s lakeside public auditor- 
ium. 

More product exhibits are sched- 
uled than ever before for the sixth 
annual Exposition. New drama in ex- 
hibits for dealers will come from a 
display technique, the “Avenue of 
New Dimensions in Selling.” Many of 
these displays will show 1960 building 
products for the first time. 

Latest equipment and methods in 
materials handling will be demon- 
strated, along with indoor storage 
layout and handling. Two entirely dif- 
ferent component construction pro- 





Revised Lu-Re-Co 
Merchandising Plans 


The Lumber Dealers’ Research 
Council has completely revised its 
dealer merchandising packages. 

A brochure is available which gives 
details on the Lu-Re-Co. engineering 
and sales package for dealers who 
want to manufacture their own panels 
and roof trusses. Another brochure is 
available for dealers who want to pur- 
chase Lu-Re-Co components from a 
wholesale distributor-manufacturer. 

Copies of either brochure may be 
obtained from National Plan Service 
Inc., Dealer Merchandising Service, 
Dept. A. L., 1700 West Hubbard St., 


grams will highlight the Exposition’s 
action demonstrations. 

Educational field trips to Cleveland 
lumberyards will also be available to 
Exposition visitors. 

General Exposition Chairman, Oer- 
tell Collins, a second generation jum- 
berman and owner of the Forest City 
Lumber Co., Savannah, Ga., said that 
he expects attendance to break all 
previous records of the national show. 


ELECTRONIC BRAIN will help speed your 
orders for Formica. New installation of 
an IBM 305 Ramac computer at Formica 
Corp., Cincinnati, is cutting three to five 
days in processing and filling customers’ 
orders. 





THEY’RE SELLING 


And Leigh Attic Ventilators 
sell so fast because they’re pre- 
ferred by so many of your 
builder customers. Just look at 
all the benefits you can offer 


with Leigh: 


e Heavy-gauge aluminum 
louvers set full 2” deep on 
45° angle. Maximum free 
area — no rain or snow 
troubles. 


All louvers individually 
formed, with rolled edges. 
8-mesh screen meets 
F.H.A, requirements. 


Flush and recessed types 
— full range of sizes. 


Other popular Leigh ventila- 
tors include Roof Ventilators, 


























Triangle Ventilators, Under- 
eaves Ventilators, and the sen- 
sational new aluminum Trim- 
vent which installs like a board 
in the soffit — slashes costs. 
Also a full line of other metal 
building products, 


Chicago 22, Ill. 





J-M Steps Up West Coast 
Production Facilities 


Completion of the new Johns-Man- 
ville insulating board plant at Klam- .- 
ath Falls, Oreg., marks the latest step 
in a program to expand the company’s 
manufacturing facilities in the Pacific 
Coast. 

The Klamath Falls plant will pro- 
duce decorative panels and plank for 
ceilings and walls, acoustical ceiling 
panels, insulating board sheathing 
building board and roof insulation, 
including a new roof deck product 
which provides roof planking, roof in- 
sulation and inside finish in one op- ae 


eration. 


Over a period of years the total 
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Write for catalog 


oe BUILDING PRODUCTS 


Division of Air Control Products, Inc. 


1859 Lee St. Coopersville, Michigan 


LEIGH METAL PRODUCTS LTD., 72 York St., London, Ontario 


In Canada: 


BUILDING PRODUCTS 
Awnings & Canopies Aristocrat Mail Boxes- 
Closet Accessories Full-Vu Bi-fold Doors 
Outdoor Accessories Ventilators 
Ventilating Fans Range Hoods 

Folding & Sliding Door Hardware 


cost of J-M construction in the area 
has come to well over $30 million. 
There are now seven J-M plants on 
the West Coast. 
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How’s Business ? 


If your sales this year are not running 162% better 
than a year ago, you're not up to the current national av- 
erage. For example, the U. S. Dept. of Commerce reports 
seasonally adjusted sales of the lumber-building products- 
hardware merchants of the U. S. were $1.047 billion in 
May, up from $903 million a year ago. Many dealers re- 
porting their monthly volume to American Lumberman 
have sales increases far better than this (see table at foot 
of page). Lineyards aren't doing as well as the industry as 
a whole, says the Department of Commerce. May sales 
increase this year, for instance, is up about 8%. One reas- 
on may be that many lineyards are in agricultural regions 
of the midwest where farmers haven’t been buying so freely 
this spring. Lineyard managers are making mighty efforts 
to counteract this condition. 

Another index of improving business is the declining 
number of business failures. This year each month construc- 
tion failures are running considerably behind a year ago. 
Improvement is much better than the somewhat improved 
trend of failures for all industry. 


There’s no letup in building cost increases, though. Most 
recent figure is for April: The Department of Commerce’s 
composite consturction cost index in April, 1959, had an 
index number of 141; a year ago it was 138 (100 was the 
price level in 1947-49). 

Freight experts expect heavy shipments of. lumber to 
continue through the summer months. The estimate of 13 
shippers’ advisory boards for lumber and forest products 
foresees an increase of 11.8% above a year ago. Ship- 
ments of lime ang plaster products will rise 12.9% over 


Billion Dollars 
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SALES OF RETAIL STORES 
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1956 1957 1958 1959 


last year, the shippers think, and 8% more Portland ce- 
ment. 

Predictions of the volume of home building yet to come 
this year have been flying freely, with some saying we'll 
build as many new homes in the last half year as we did 
in the first six months, 

The President’s veto of the housing bill may have some 
effect on this, especially since FHA has been operating on 
a day-to-day basis for the past 60 days or more. The in- 
terest rate on VA mortgages has been raised, but some say 
it is too little, too late. Official discount rates on VA mort- 
gages now are the same as on FHA paper. 

The fact remains that large institutional investors cur- 
rently can buy long-term government bonds which will 
pay them better than 414%, and can buy high grade in- 
dustrial bonds which pay 442% and higher. 

Pessimists ask, “Why should these mortgage money 
sources invest in home mortgages?” But savings and loan 
associations have more lendable funds today than ever 
before and their main business is lending on mortgages. 
Thus, from all sources there probably will be enough build- 
ing money to finance a great amount of home building. 

The lumber market appeared to be firming slightly at 
press-time, but lower grades of green fir are still soft. Dry 
fir prices on the west coast seem firm. Pine prices in gen- 
eral have been holding firm. 

Roofing prices seem to be established for the rest of the 
year with a number of producers offering guaranteed 
prices, down from 6% to 15% from previous levels. Gyp- 
sum boards have seen price cuts in the west; cuts else- 
where may be coming. 


Millions 





2.0 
NEW PERMANENT NONFARM DWELLING 
UNITS STARTED (privately owned) “ 





* Seasonally adjusted, 
at annual rates 
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(Chart: from U. S. Dept. of Commerce) 


Sales Pulse 


Marketing Regions (see map poge 32) 


Zone 9 
Pacific 


+50% 
+25% 
+15% 
+15% 
+15% 
Good 


Zone 8 
Mountain 


+20% 
+20% 
+10% 
— 5% same + 5% +10% 


+10% —10% + 5% Steady 
Good Good Good Good 


Zone 7 
West South 
Central 
+10% 


—15% 
—25% 


Zone 4 Zone 5 Zone 6 
East North East South West North 
Central Central Central 
+-10% same same 


+10% 
+25% 


Zone 2 Zone 3 

Middle South 

Atlantic Atlantic Atlantic 

Sales: June ‘59 vs. + 5% +10% +10% 


dune ‘58 
6 months '59 vs. + 5% + 5% + 7% 
6 months '58 
Accounts receivable: June 30, same +10% +15% some 
"59 vs. June 30, ‘58 
+10% +15% 
June 30, '58 
Last quarter's sales estimate steady + 5% +10% + 5% 
June weather Good Good Good Good 


—15% same 
+ 5% 


Inventory: June 30, ‘59 vs. same +10% 
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PADLOCK 


Pe | YALE 





YALE 
we lis NAME IN PADLOCKS 
: a 


SAFE and SECURE 


"=@e 
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SAFE + SECURE 


DONS 





LOW COST PROTECTION 
Wany Uses Bees 


LOCRaRS © CanimeTS 
TACKLE BORES @ GCOS 
TOOL SORES © GaTES 


GARAGE & SHED DOORS 
CELLAR DOORS « GATES 
LOCKERS « 


241 Padlock 


warded 


RUSTLESS 


RUST-RESISTANT 
, SOLID CASE 


STEEL SHACKLE 


+ Rustiess Solid Case 


0i 
tumnes 601 Padlock re: ty 


(C20) 
HC. 28 
| YALE | The Finest Name in Hardware 
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NACE The Finest Name in Hardware 


PEGBOARD PACKAGED AND 
WIRE RACK DISPLAYS 


Yale wraps ’em up so they SELL! Two 
series of eye-catching red, white and 
blue padlock display packages for peg- 
board or wire rack merchandising. 
(1) A set of new bubble-packages 
with padlocks sealed to be seen—and 
sold! (2) New slip-in-slot cards that 
attract the eye and display the item. 

Packaging plus price plus display 
assure you of a big turnover on these 
popular Yale items. Order through 
your jobber or write The Yale & Towne 
Manufacturing Co., Yale Lock & 
Hardware Div., White Plains, N. Y. 


YALE & TOWNE fee 
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Jim Cline, Retail Manager, Erb Lumber Co., Royal 
: Oak, Michigan, credits Armstrong advertising as the 
5 ? > 
Take a dealer’s word for Ub... factor most responsible for his company’s success in 
the ceiling tile business. 
te 1c; ast year his any s é 2,32 

Armstrong advertising has Last year his company sold more than 172,320 
square feet of ceiling tile. Over 67% of this volume 

was in the more profitable Cushiontone designs 
helped us quadruple Mr. Cline goes on to say, “Almost all our customers 
raid . “i who ask about ceiling tiles do so because they saw 
our ceiling tile sales them demonstrated on the Armstrong Circle Theatre. 
Or, they saw an Armstrong ad in a national magazine. 
This is the kind of advertising we think is great be- 

cause it brings sold customers right to our door!” 


a 





Jim Cline, Retail Manager, Erb Lumber Co., Royal Oak, Michigan, says, 


“Armstrong advertising in national magazines and on television is bring- 
ing customers right to our door. We take advantage of the millions Armstrong 


spends with a heavy local tie-in advertising program of our own,” 
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what's tte PRICEP 


Stable prices were reported in all areas of the country, with 
only a few dealers adjusting prices substantially up or down. 
In a few local areas the price level has changed during the last 
two weeks, but upward movements here have been balanced 
by downward movements there, leaving zone price level figures 
about the same. 

Comparison of one dealer’s price list with the price level 
in his zone often is confusing, for some operators seem to be 
successful in getting prices considerably better than competi- 
tors while still maintaining volume. Reports of dealers cooper- 
ating in this price level report confirm that often they face no 
real competition, price-wise, for a single item, when service 
factors remove them from the competitive arena. Such dealers 
have little to fear from cash-and-carry operators, they report. 





Current Retail Price Levels 


(Prices at retail to typical one-house contractor customer, not including discounts to volume accounts or cash buyers. These price level figures 
are averages of the prices reported for this perod. They do not necessarily show a trend from the last issue.) 


Zene 2 Zene 3 Zene 4 Zone 5 Zone 6 Zone 7 Zone 8 Zone 9 
Nerth Sovth East North East South West North West South Mountain 
LUMBER Atlantic Atlantic Central = Centre Central 


Douglas fir: 
Dimension: Std. & Btr. green R/L 2x4 
Std. & Bir. dry R/L 2x4 
Std. & Btr. green R/L 2x10 
Std. & Btr. dry 2x10 R/L 
Boards: Std. & Btr. green R/L 1x6 and 1x8 


West Coast Hemlock, White Fir: 
Dimension: Std. & Bir. dry R/L 2x4 
Std. & Bir. dry R/L 2x10 
Boards: Std. & Bir. dry R/L 1x6 and 1x8 


Western Pines: 
Boards: No. 2 & Btr. dry 1x8 R/L S48 or 


shiplap 
No. 3 & Bir. dry R/L 1x8 S4S or 

shiplap $185 
No. 4 Btr. dry R/L 1x8 S4S or 

shiplap $160 


Southern Pine: 
Dimension: No. 2 & Btr. dry R/L 2x4 $115 
No. 2 & Btr. dry R/L 2x10 $117.50 
Boards: No. 2 & Btr. dry R/L 1x8 $4$ or 
D & M or shiplap $125 


Hardwood Flooring: 
Clear oak 25/322," $280 
Select oak 25/32"x24" $270 


Interior Softwood Paneling: 
No. 2 ponderosa pine R/W $225 
No. 3 ponderosa pine R/W $200 


Wood Siding: 
Redwood bevel siding %’’x10” $300 
Cedar bevel siding %”x10” $295 


Wood shingles: 
Cedar shingles 5/2 #1 Blue 
Label 





PLYWOOD: 
Fir, Ve" DFPA-AD interior glue 
Fir, 4" DFPA-AD exterior glue 
Fir, ¥%” DFPA-CD sheathing interior glue 
Fir, Yo” DFPA-CD sheathing interior give 
Fir, %" DFPA-CD sheathing interior glue 
Birch, V4" A2 
Philippine mahogany, 4" rotary cut 


MILLWORK: 
Phil. mahogany flush door 
1%""-2-6x6-8 
Birch flush door 1%"-2-6x6-8 
Double hung window unit 
2-4x4-6, glazed, weather- 
stripped and balanced 


BUILDING MATERIALS: 
Outside white paint, first grade 
8d common steel nails 
Mineral wool insulation, full thick batt 
Wood fiber blanket, std thick 
Ceiling tile 12x12” 
Acoustical ceiling tile 12x12” 
Y" insulating building board 
25/32” insulating sheathing 
%” gypsum wallboard 
V4" tempered hardboard 
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Pastel Cherry... Sherwood Oak 


Two new and charming finishes 


Ce wood paneling 


exclusively in 


Pastel Cherry .. . all the traditional charm of fine cherry wood, 
now in a new, warm pink tone. It blends beautifully with today’s 


smartest furnishings and color schemes. 


These stimulating new wall panelings 
have the genuine hand-rubbed look that 
has made Craftwall famous. They’re pro- 
fessionally pre-finished to give the most 
durable wood surface known. Every 
“plank” is hand selected to show rich, 


natural grain. 


These newcomers to the Craftwall wood 
paneling line . . . Pastel Cherry and Sher- 
wood Oak ... are sure to impress your 
prospects with their richness and warmth. 
Your customers—homeowners, buiiders and 
architects, too—will see the installations 
above featured in Craftwall advertising in 
Better Homes and Gardens and other lead- 
ing magazines soon. 





They'll want to know more about these 
new, rich tones, as well as the other Craft- 
wall woods: Elm, two kinds of Birch, Ma- 
hogany, Cherry, Oak and Walnut. They'll 
like Craftwall’s ease of installation. For 
the modular size panels (48”x96”, 48”x84”, 
32”x64”, 16”x96”, or longer) go up fast 
with nails or Roddis Contact Cement. 


Roddis also offers custom Hardwood Paneling . . . Doors 


Roddis 
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Sherwood Oak .. . 


. Wood Finishes 
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with the stout look and natural warmth of 
paneling found in old English inns. The mellow finish is ideal 
for a family room like the one shown here. 


And Craftwall’s exclusive protective fin- 
ish is a strong sales point too. It shrugs off 
dirt, stains and scuffs—never needs waxing. 
It cleans at the touch of a damp cloth. And 
every Craftwall installation is guaranteed 
for life, in writing! Send the coupon today 
for the complete Craftwall wood paneling 
story for dealers. 

Adhesives 


Plywoods Timblend 


Roddis Plywood Corp., Dept. AL-759 

Marshfield, Wisconsin 

Please send me the Dealers’ Fact File on Craftwall 
wood paneling. 


Name 
Firm 
Address 
City 
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Special AD MATS for Lumber Dealers! 


e Ideas for Ads 


¢ Complete Layouts 








¢ High quality illustrations 


ADservice, produced by American Lumberman, has unique flex- 
ibility. If you promote remodeling, illustrations are offered on all 
big ticket packages. And when a multi-item ad is planned you 
have your choice of hundreds of product mats. 


























There are now 34 mat pages available. Each page sells for $3.95, 
less in quantities, and you get a large heading illustration and from 
six to seven smaller illustrations on every page. With each page, 


we also provide suggested layouts and copy. 


Package 2 
Theme and Project Mat 
Illustrations 
Add-a-room (exterior) .. 
Add-a-room (interior). 
Add-a-room (sketches) 
Attic room 

Christmas, headline illus. 


Entrance, before-after 

Family-recreation room . 

Garages .... 

Garage converted to roo 

Get ready for winter 

Home improvement 
(composite) ... 

Insulation 

Kitchen ...... 

Modernization Mnele } 

Money to loan 

Outdoor living 

Paneled room ... 

Planning help . 

Plywood .... 


Screened porch .. 


Page No. 


Products and 
Applications 
Acoustical tile 
Awning, window .. 
Caulking 
Christmas patterns 
Combination doors .... 
Combination windows . 
Counter top 

Doors, interior 

Fan, kitchen 

Fence, picket .. 

Floor tile 

Hardboard, perforated 
Insulation, blanket .... 
Insulation, pouring .. 
Kitchen cabinets 

Louvered shutters, emai 
Lumber, piece-price .. = 
Paint, exterior 

Paint, interior ... 

Ping pong table. 

Plywood .... 

Roof cement 

Roofing, shingles 

Storm sash 


























a—_ F 4M) 
MAT NO. 282 


MAT NO. 267 


Mats shown here actual 
Only Be for this 
mats. Or 

rder ‘a 12 mat 

this catalog at one 

$44.90 (a saving 








TYPICAL MAT page is shown above. Mat 26 includes a heading 
illustration in three sizes and product cuts for wall tile and 
plastic laminates. If your ad called for other products, they 
would be picked up from other mat pages. For example: No. 34, 
kitchen fans; No. 32 floor tile; No. 10 or No. 23 for additional 
material on kitchen cabinets. 


Warehouse sale Table legs ... 

Tools, hand .... 
Train table, plywood 
Wall tile 
Weatherstrip 
Wrought iron railing. 








Package 1 


American Lumberman 
59 E. Monroe St. 
Chicago 3, Ill. 


(Circle pages desired) 


Package 1 


1, 2, 3, 4, 5, 6, 7, 8, 9, 10,1 
19, 20, 21, 


14, 15, 16, 17, 18, 
pages @ $3.95 


Package 2 
23, 34, 25, 
29, 30, 31, 


26, 27, 28, 
32, 33, 34 


___.pages @ $3.95 


—__entire package $44.90 


Catalog Send free catalog___ 


1, 12, 13, 
22 


_entire package $82.50 


econ 


Theme and Project Mat 


Illustrations 

Add-a-room 

Christmas, general 
Christmas, recreation room 
Christmas, tools . 

Fencing 

Garage selection 

Hardware 

Home workshop, tools 
Home improvement for interiors 
Insulation 


Kitchen remodeling 


Porch or breezew: ay 
Recreation rooms . 
Spring check-up 
Products and 
Applications 
Adjustable post ... 





Name__ 


Address 





City. State 


Caulking gun 
Cedar closet lining . 
Ceiling tile, insulating 
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Ceiling tile, 


Attic Rooms . : . : 2, 


8 
12 
20 
18 

5 

7 
11 

6 
21 
14 
10 


3, 13 


17 
9 


, 20 


4 


Blanket insulation. ...............0000008 


Cornice, plywood 
Counter top 
Cutting board 


Doors, combination ......... 
Doors, flush 

Doors, folding 

Doors, interior 

Doors, louver 

Doors, screen 


Fence, ornamental 
Fence, 

Fence, 

Fence. wood and wire 
Floor tile 

Flooring, hardwood 


Garages . 
Garage doors . 

Glass block . 
Gutter and downspout ‘ 


Hardboard, perforated 
Hardboard, wall tile 
Hardware, builders’ 
Hose, garden .........:... 


Insulating plank ...... 
Insulating siding . 
Insulation, blankets 
Insulation, pouring . 
Jalousie .............. 
Kitchen cabinets . 
Knotty pine 

Ladders 





Medici 





| 
| 
{ 
| 
| 
| 
| 
| 
| 
| 
i 
| 
| 
| 
| 
| 
| 
| 
i 
| 
| 
| 
j 


COMCTELE MIX .....ceseerereeereeeeee 


Mortar mix 


Paint brushes 

Paint, exterior 

Paint, interior 

Paint, masonry 
Paint, roller and tray 
Ping pong table 
Plywood . 

Plywood built-ins 
Plywood handy panels 
Plywood paneling . 
Plywood train base 
Posts, fence . 


Roof coating . 
Roofing, roll 
Roofing, shingles 


Screen doors 
Screen, window . 
Screen, roll ... 
Shelving lumber . 
Shingles, asphalt 
Shingles, wood . 
Siding, wood . 
Stairs, disappearing 
Storm sash ..... 


Tools, garden . 
Tools, hand ... 
Tools, power ..... 
IEE eetecieosinees 


Wallboard 


Weatherstrip .. 
Windows . 
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FEATURE QUALITY AT LESS COST 





paintlok steel 


plus full five year guarantee 


Plus eight other exclusive features! All at a highly 
competitive price from Berry—world’s largest 
manufacturer of residential garage doors. Each 
feature helps you impress and sell prospects... 
and helps you keep customers satisfied. 


Paintlok steel, for instance, means that Berry 
doors won't swell, shrink, peel, check or rust... 
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whatever the weather or climate. Easy installation 
saves time and man power. And you're protected 
by Berry’s five-year guarantee. Choose from one- 
piece and sectional models in sizes to meet almost 
any specification. Trim and window lites optional. 
See your distributor or write: Berry Door Corpora- 
tion, 2400 E. Lincoln, Birmingham, Mich. In 
Canada: Berry Door Co., Limited, Wingham, Ont. 


Berry 


STEEL DOORS ~ 
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MIRACLE TUB-CAULK 


SENSATIONAL 
FREE GOODS’ 


OFFER Same 


YOU MORE THAN DOUBLE YOUR MONEY! 





Ww 
q t 
‘ Doub\eN 








YOUR SPECIAL BONUS PACKAGE CONTAINS: 


1 display 100T (6 Tubes 4'/2 oz. Tub-Caulk) 


2 extra 4% oz. ($1.00 retail) Tubes... FREE 
8 Tubes 4% oz. Tub-Caulk sells for $8.00 
costs you $3.60 
YOUR PROFIT | A SENSATIONAL 


*4.40 552% 




















PROFIT 
a sensational 55% profit on Tub-Caulk. 
VE Reported by store after store as their fast- 
5 
PL Caulk application! 
Dramatic, eye-arresting display. 
APPLIES LIKE TOOTHPASTE. STAYS BRIGHT, WHITE roneven’ gaa) | 


est selling item. Customer acceptance and 
BACKED BY BIG ADVERTISING CAMPAIGN! 











MIRACLE ADHESIVES CORPORATION 





Easy-to-use nozzle for neater, faster Tub- 
250 Pettit Avenue, Bellmore, Long Island, New York 
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FRANK PLENNERT, right, hardware manager at Hill-Behan 
Lumber’s Elston Ave., Chicago, yard discusses new nylon Mi- 
cro-Cam sliding door hangers with contractor Robert Biestek 
to whom Plennert sold all his first shipment of the new item. 


Sliding Door Hardware Is Hot 
Says Chicago Dealer 


The new nylon Micro-Cam hanger for sliding doors in- 
troduced recently by John Sterling Corp. is one of the key 
builders hardware items at the Elston Ave., Chicago, yard 
of Hill-Behan Lumber Co., according to Frank Plennert, 
hardware department manager. 

“When business is slack in other lines, sliding door hard- 
ware keeps us going,” Plennert says. “And the new Micro- 
Cam hanger not only is high quality, but also it saves time 
for the carpenter with the new Micro-Cam adjustment for 
plumbing sliding doors.” 

Plennert sold his first shipment of the new hardware to 
long-time contractor-customer Robert Biestek, Biestek Con- 
struction Co., Des Plaines, Ill. 

“TI have six houses going now,” Biestek said. “Each house 
has seven sets of sliding doors in it. If the Micro-Cam saves 
me only five minutes per set, that’s 35 minutes per house, 
times six houses or more than three hours of carpenter time. 

“Also, I feel I’m giving my owners a better product in 
this hardware,” he added. 

Plennert carries the Micro-Cam hanger and accompanying 
track in stock in 4’, 5’, 6’, 8’ and 10’ sizes, plus a few 12’ 
lengths. 


CARPENTER Roy Wysocki adjusts the nylon Micro-Cam to 
plumb wardrobe door on one of contractor Biestek’s current 
group of six contract homes. 
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A lot of mills have lumber . . . but POTLATCH offers a wide variety of specialty 


items as well. No matter what your needs may be, if it’s made from lumber, the 
chances are it’s a stock item with POTLATCH. Here is a dependable source of 


supply for good lumber AND specialty lumber items—buy POTLATCH! 


Look To Potlatch - @ For Laithing In Lumber 


BRADLEY -SOUTHERN DIVISION 


POTLATCH FORESTS, INC. 


WARREN. ARKANSAS 





Home of Famous Bradley Straight-Line Oak Flooring--None Finer! 
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POUNTON 
SHURE-SET 


unique sz 
light-fastening tool 
focused on 
repeat business 


This new and different Shure-Set® fastening tool 
is keyed to the high repeat volume of the booming 
construction market. Every carpenter, electrician, 
plumber and craftsman needs Shure-Set to fasten 
into concrete, mortar or building block... unique 
hammer-powered Shure-Set will bring customers 
back again and again for hundreds and thousands 
of specially-designed Shure-Set Fasteners. 


So tie-in with the terrific new Shure-Set tool... get 
a real foothold in the profitable fastening business. 


It will be worth your time to contact us today 
for details on profit possibilites with Shure-Set. 


/n addition to hammer-in Shure-Set, the versatile Ramset Fastening 
System includes Ramset powder-actuated tools for heavy-duty 
Sli fastening, and Ringblaster*heavy-duty kiln gun. 
ws 'Ss 
ro ° * 
0 ez e 
? Shure-Set': MB (au ky-y4 Fastening System 
%, 


A 
Ga 


San corr? 
WINCHESTER-WESTERN DIVISION + OLIN-MATHIESON CHEMICAL CORPORATION 
12173-6 BEREA ROAD - CLEVELAND, OHIO 
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MEN (in the news 


James Wright 


NRLDA Appoints Materials 
Handling Director 


James V. Wright, formerly transpor- 
tation engineer for National Gypsum 
Co., has been named materials han- 
dling director for the National Retail 
Lumber Dealers Association. 

Wright fills the vacancy created 
earlier this year by the resignation of 
Robert B. Brown. His activities will 
include the materials handling pro- 
gram and demonstrations at the an- 
nual NRLDA Building Products Ex- 
position. 

During his 10 years with National 
Gypsum, Wright worked with the 
shipment, loading, warehousing and 
general handling of materials from 
finished product to destination. He 
also worked with the company’s deal- 
er advisory services on materials han- 
dling. He assisted with the production 
of films on loading, unloading and 
mechanical handling of gypsum prod- 
ucts. 

He will make his headquarters at 
the National Association’s o:fices in 
Washington, D. C. 


G. J. Brenneman Carl G. Gutman 


* The promotion of Girard J. Brenne- 
man to the position of marketing man- 
ager, Nichols Wire & Aluminum Co., 
Davenport, Iowa, is announced. 

* Skil Corp., Chicago, announces the 
appointment of Carl G. Gutman as 
manager for new products, a new 
position. He was formerly with Black 
& Decker Mfg. Co. 
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Builders save, you sell more Se high-profit Georgia-Pacific 


heat-sealed package 
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Another Example Of 


(See “Page 5) 


NEWSPAPER AD of 

Mount Clemens Lum- 

ber Co. which an- 

nounced the complete 

modernizing of a 

house bought by deal- 

er for $10,000. The 
ech ee a ey ~nrnprndispeiando aa improved home will be 
pili on display for a year. 


Mount Clemens Lumber Co., 


Dealer's “White Elephant” Model Home 


Second in LIFE-sponsored modernized 
home program is a hit in Mount Clemens, 
Mich. Lutmberyard's pre-opening publicity 
for model home is credited with quadru- 
pling its home improvement business for 
first four months of this year. 


FINAL TOUCHES are made to the modernization of the 
White Elephant. Dealer broke down the remodeling in- 
to 20 separate home improvement jobs, each of which 
could be adapted by any homeowner. Visitors to the 
house received typical finance costs on each of the 20 
remodeling packages, as tabulated on a following page. 


OPEN TO THE PUBLIC, Mount Clemens Lumber’s modernized ‘white ele- 
phant"’ begins to sell home improvement jobs. 
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Stirs Up the Whole Town 


HE real estate “white elephant” of 

Mount Clemens, Mich., is still 
white but it’s no longer an elephant 
nobody wants. Now it’s a handsome 
home on one of the city’s finest streets 
instead of a blot in an otherwise 
choice neighborhood. 

Re-done from stem to gudgeon, the 
old-timer was opened to the public 
June 14 with great fanfare. It is a 
showcase for home modernizing op- 
portunities for the southeastern Mich- 
igan area. 

Creator and sponsor of the job is 
Mount Clemens Lumber Co., a firm 
successful in DSC—Dealer Sales Con- 
trol—through its home improvement 
work for the past 20 years. The re- 
modeling program is the second in a 
series staged in conjunction with LIFE 
magazine’s merchandising staff; the 
first modernization model promotion 
was that of Fairfield (Conn.) Lumber 
& Supply Co., whose success was 
described in American Lumberman’s 
April 27 issue. 

Through these lumber dealer-de- 
signed and supervised projects, LIFE 
is telling everyone that the one-stop 
retail lumberyard is the place to go 
for home improvements. 

“About a year ago we first began 
thinking about a model home to dis- 
play a large number of home re- 
modeling jobs,” explained Nathan Lit- 
vin, who is in charge of Mount Cle- 
mens Lumber’s home improvement 
work. “People at LIFE began their 
plans at about the same time. We 
found out about each other and the 
present promotion is the result.” 

The project began to pay off for 


PRE-OPENING FAN- 
FARE included heli- 
copter landing in 
front of the lumber- 
yard to deliver ‘‘last 
minute"’ brochures on 
the model home to 
visiting manufacturer- 
executives. 


GLAMOUR TOUCH was pres- 
ent in Miss Mount Clemens, 
here seen with Paul Litvin, 
firm's new construction man- 
ager. 


VETERAN LUMBERMAN Baruch Litvin, 
founder of Mount Clemens Lumber, with 
son Nate, in charge of firm's home im- 


provement department. 


Litvin prior to the public opening. 
“The pre-opening publicity we've 
given the house has already quad- 
rupled our home improvement vol- 
ume during the first four months of 
this year. Now that the house is open, 
we'll really move ahead,” Litvin said. 
Stress individual jobs. “Complete 
top-to-bottom home improvement is 
hot our purpose,” said Litvin. “Instead, 
the house shows 20 or more separate 
modernization jobs. We tell people 
the total cost of each of those jobs in 
this particular house; tell them the 
cost per month on a home improve- 
ment loan and on the basis of re- 
financing their present mortgage. 
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“While we employ no labor, we will 
take a general contract to perform 
any of these many home improve- 
ment packages, beginning with design 
and ending with the work complete 
and financed. Last year this kind of 
work amounted to 40% of our gross 
volume; this year it should be much 
more.” 

Mount Clemens Lumber plans to 
hold the house open for at least a 
year. Materials used in the remodeling 
were obtained from manufacturers 
on a delayed billing basis; will be paid 
when the house is converted to family 
use. 


Big fanfare. All the gambits of 
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BRAND NAME impact of the “white elephant’’ house remodeling was given by 
this display of building product consumer advertising, all available at Mt. Clemens 
Lumber and used in the demonstration home. 


Costs of 
20 Home 
Remodel 
Jobs 


Mount Clemens 
(Mich.} 

Lumber Co. 
Modernization 


big-time publicity were played in the 
opening of the white elephant now 
converted into Opportunity House... 
the “Opportunity for Better Living.” 

Home improvement industry lead- 
ers converged on Mount Clemens the 
day before the grand opening. Local 
political lights were photographed at 
the ceremonies. A helicopter arrived 
on the highway frontage of Mount 
Clemens Lumber, delivering literature 
which was distributed to dignitaries by 
Miss Mount Clemens, a local beauty 
queen. 

A water ballet team from Mount 
Clemens High School performed in 
the above-ground swimming pool built 
in the backyard of the “model re- 
model” house. The following day the 
house was thrown open to the public 
and local police had their hands full 
controlling traffic. 

Results are yet to come, but if the 
experience at Fairfield Lumber in 
Connecticut is an indicator, results will 
be good. 

The dealer put up his own money 
to buy the white elephant house, to 
pay subs for their labor and to pro- 
mote the affair. In this they were 
guided by merchandising men from 
LIFE. Products advertised in LIFE 
were used in the modernization. 

The magazine’s merchandising staff 
will work with other lumber dealers 
who are interested in a similar project. 
A_ how-to-do-it manual and a 20- 
minute motion picture will be available 
soon giving details of such a promo- 
tion. 

Mount Clemens Lumber is headed 
by veteran lumberman Baruch Litvin. 
Lumber and building materials sales 
is headed by his son Moe. Home 
improvement is handled by son Nathan 
and new construction by son Paul. A 
fourth son, Emanuel, heads the in- 
dependently-owned Macomb Whole- 
sale Co. 


DON MOE, secretary-manager of Michi- 
gan Retail Lumber Dealers Association, 
signs the ‘white elephant’’ home's guest 
book at pre-opening show. 
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For Lasting Building Value 
Feature 


Kilu‘Dnied 


@ When you sell Weyerhaeuser 4-Square Kiln- 
dried Lumber, you are really selling better build- 
ings. Here is why: kiln-drying, the way Weyer- 
haeuser does it, scientifically pre-seasons lumber 
to a lower and more uniform moisture content. 

As a result, the lumber is harder and stronger. 
When used for framing, the uniformity of the 
lowered moisture content gives the structure 
greater strength during and after construction. 

Add the tremendous nail-gripping power of 
kiln-dried lumber and it is easy to see why there 
are few problems with squeaky floors, popping 
nails, plaster cracks, sticking windows and doors. 

These are just a few of the reasons why profit- 
minded lumber dealers feature kiln-dried lumber 
. . . and why profit-minded builders buy this 
seasoned lumber from these dealers. 


Weyerhaeuser | 4-SQUARE 


LUMBER AND BUILDING PRODUCTS 


Kiet Lambe 


Dealers who promote trademarked Weyer- 
haeuser 4-Square Kiln-dried Lumber report that 
it is a best-seller—and for very good reasons: 

Looks better . .. Weyerhaeuser 4-Square Kiln- 
dried Lumber Products are precision manufac- 
tured after drying. Surfaces are milled smooth. 
Ends are trimmed square to exact lengths. 

Builds better . . . Laboratory tests prove kiln- 
dried lumber is stronger, stiffer, and has greater 
resistance to splitting under load. 

Provides overall economy . . . There are big 
savings in building time, fewer call-backs, and 
lower maintenance costs. 

Available in a broad line... Dimension, boards, 
sidings, panelings, and specialty products are 
offered in a variety of species and grades. 

Next time your Weyerhaeuser Dis- _ 
trict Representative calls, give him <<, 
a few minutes to tell you how kiln- easy: 
dried lumber can increase your sales. ““Tuinct" 


Weyerhaeuser Sales Company 


FIRST NATIONAL BANK BUILDING «+ ST. PAUL 1, MINNESOTA 


July 20, 1959, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER Circle No. 98 on Handy Cover Card 47 











TRULY NEW...ALL NEW...from YUBA 








radial arm saw 


with the 


exclusive selling features 


MWe 
| bam 

: at we m 
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EXCLUSIVE! EXCLUSIVE! EXCLUSIVE! EXCLUSIVE! 


EXCLUSIVE! 
Out-front Controls Vari-speed Selective Sliding Table... solid Automatic Coil Cord Switch-over Blade 
loosen, locate, lock Drive / speeds, the adjustable, ends fence hidden, out of the unique either-end 
TS CUNG ACN TINY correct RPM for any ind table slat changing, way, protected from irbor, full table capac 
with one hand! possible operation! fumbling! Jamage at all times! ity for all miter cuts! 


pon’t WAIT! 


Newest member of America’s FIRST FAMILY of Power Tools 

4 now for .. . by the manufacturers of the world-famous SHOPSMITH Mark 5 
en a; 

details of spec 


iat neon | YUBA POWER PRODUCTS, INC 
offer CORNER . . 


sy ‘from an mail to: A Subsidiary of 
letterhead Products. ! 


Cc. ; 
Yube, Power Pinna 4, a YUBA CONSOLIDATED INDUSTRIES, INC. 


—_ = 
=_—_—_ 
— 








9:45 A. M.—SIDEWALLS AND PARTITION components on sub-floor- 12 NOON—SIDEWALLS ARE UP in two hours by 
ing of first contractor-built Lu-Re-Co home sold by Rock Island Lum- taking numbered components in sequence and erect- 
ber Co., Wichita, Kans. 


(> How to Get Started 
== With Component Plan 


(See page 5) 


Kansas lineyard branch adapts builder's house to shop- 
built Lu-Re-Co system. But first, dealer built a test house. 


Among the ideas which have given 
DSC (Dealer Sales Control) to lum- 
beryards within recent years is the 
Lumber Dealers Research Council 
component system. Franchised yards 
receive engineered fabrication plans 
as well as merchandising assistance 
so they can make and sell Lu-Re-Co 

preassembled homes. 
In answer to the question, “How do 
I sell my contractor customers on the 
benefits of Lu-Re-Co?”, dealers are 
advised to first erect a practice house. 
That advice was heeded by the Rock 
Island Lumber Co., Wichita, Kans., 
with favorable results. The compon- 
ent program there may be a prototype 
of similar prefabing in Rock Island 
yards elsewhere. The program is part 
of recent interest in prefabrication by 
ol) a growing number of lineyard com- 
we ol panies, as reported in American 

ane Lumberman’s April 13 issue. 

KEY TO SUCCESS in selling Lu-Re-Co is dealer's ability to adapt the com- Test and sell. A test house near 
ponent system to builder's houses. Draftsman H. G. Parsley does the job Haysville, a Wichita suburb, worked 
above in Rock Island Lumber’s architectural department. out the bugs of the system. With this 
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ing at normal working pace. On sec- 
ond home, same crew erected side- 
walls in 40 minutes. Fast erection re- 
gained lost time due to bad weather 
after foundation was in. 


experience, Rock Island salesmen be- 
came convinced that contractors can 
realize a profit by using shop-built 


panels and trusses. 

The first sale was to builder Bob 
Branson, who agreed to erect five 
Lu-Re-Co homes in the $14,000 price 
range. 

Delayed by bad weather until mid- 
March, Branson soon became a strong 
booster for Lu-Re-Co. “I’m enthusia- 
stic,” he said. “The five houses 
planned were held up by a long winter. 
Lu-Re-Co components allowed me to 
regain some of the time lost. It meant 
dollars to me. Lu-Re-Co is structurally 
sound. In fact, I believe we can build 
with components with more accuracy 
and precision than we are able to 
achieve on the job.” 

Shop investment. Rock Island's 
costs at Wichita were about $1,000 
for the jigs which are used for making 
sidewalls, partitions and trusses. The 
truss jig is plated with %” steel to 
eliminate wear and bored for steel 
pins or stops for different pitches. 

The package price for house com- 
ponents are still being determined. The 
charge for the 1,150 square foot home 
erected by Branson was $1,700 for 
sidewalls, partitions, trusses, gable 
ends and roof sheathing. 

By pricing for the package, dealers 
eliminate shopping on a panel basis, 
obtaining Dealer Sales Control on a 
whole-house basis. 

(Details on Lu-Re-Co franchises 
may be obtained from Raymon Har- 
rell, Lumber Dealers Research Coun- 
cil, 302 Ring Building, 18th and M 
Streets NW, Washington 6, D.C.) 
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2:20 P. M.—ROOF TRUSSES are completely installed and 


house is ready for roof 


sheathing. Complete enclosure was completed by sundown. Contractor became con- 


vincd that Lu-Re-Co panel system has benefits for him. 


TRUSS JIG for Lu-Re-Co. 
component is plated with 
Y¥,” steel rather than 
wood, to eliminate wear. 
Steel pins are used for 
stops and may be adjust- 
ed for different pitch. 
Partial view of wallpanel 
jig can be seen at left in 
picture above. 
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SAMPLE FORM used in reporting sales analysis to management. Prod- 
uct category is listed in center with like numbers representing the prod- 
uct on the final invoice or accounting copy. Blank spaces are for addi- 
tional products. This form is also used to record the dollar volume of 
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individual customers and is filed alphabetically in the Visirecord. 
Monthly sales totals are entered to left of product category. At right, 
sales value totals accumulative year to date. 

Purpose of calendar at top is to record by check-mark when a 
salesman called on customer. If sales are slipping with specific cus- 
tomer, management can first check to see if his salesman has been 
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SEVEN-COPY INVOICE enables fast, precise 
sales analysis by Richardson Lumber Co. 


Wholesaler's New Billing System 


Prompt billing possible with new equipment also benefits active 
dealer accounts served by Richardson Lumber Co., Denver. 


The Richardson Lumber Co., a 15- 
year-old wholesale building materi- 
als firm in Denver, believes that they 
have solved one of their major prob- 
lems—namely the delay in invoices to 
dealers, 

This firm, grossing over $2 million 
annually, has better than 600 active 
accounts which call for an average 
billing of 70 invoices daily. 

As about 60% of their business is di- 
rect shipment, discounts to dealers 
are exceedingly time-limited and un- 
less they are billed immediately, deal- 
ers are apt to miss the discount. 

With the installation of a Friden 
Computyper, on a lease basis, Rich- 
ardson’s are now able to mail cus- 
tomer invoices covering all purchas- 
es written the past 24 hours. 

“In other words, all deliveries made 
between noon yesterday and noon to- 
day are computed and mailed late 
today;” explained Fred H. Doering, as- 
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sistant treasurer and credit manager. 

“Formerly, we would get three to 
four days behind and this delay 
would create a possible loss of dis- 
count—especially on drop shipments.” 

Richardson’s three-year lease con- 
tract calls for $141.68 monthly pay- 
ments, exclusive of maintenance. The 
lease is with the option of purchase 
anytime within the period; a sliding 
scale of rental may be applied on the 
purchase price. 

This sliding-scale percentage (60% - 
75%) is gauged according to the con- 
tract period in which the purchase is 
made, The lease is renewable for an- 
other three-year period at the re- 
duced annual rate of $150.27. Origi- 
nal cost of the equipment is $5,275.- 
23. Leasing is handled by Security 
Lansing Corp. 

Only three employes. Besides Doer- 
ing, three office employes handle the 
simplified procedure. When an order 


is received, either in person, mail or 
by phone, only the material and quan- 
tities ordered are typed on a _ nine- 
copy self-inserted invoice form. 

Two copies—signature and deliv- 
ery copies—go directly to the ware- 
house if the order is delivered from 
the warehouse. 

If a direct order or shipment, an 
acknowledgement copy is mailed im- 
mediately to the dealer. The bal- 
ance of the copies—original, custom- 
er’s copy, file, extra, salesman, and 
accounting copies—are filed alpha- 
betically intact at the Friden’s operator 
desk until fulfillment of order is made. 

Upon completion of the order, sig- 
nified by receipt back from ware- 
house of signature copy, or invoice 
from manufacturer in case of direct 
shipment, the unit list price and dis- 
count amounts are entered by the bill- 
ing clerk and immediately passed on 
the Friden operator’s desk. 


July 20, 1959, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER 





DISCOUNT FIGURES and list price are 
entered on seven-copy invoice after be- 
ing listed on the signature copy shown 
in foreground. Machine computes fig- 
ures automatically. 


CUSTOMERS’ SALES RECORD is 
checked by assistant treasurer 
Fred Doering. The Visirecord, 
holding more than 600 cards, 
contains records on firm's five 


territories. 


BOOKKEEPER USES SIMPLE PIN 
and slides it through a num- 
bered hold indicating product 
category to remove accounting 
copies that have sales of that 
particular item recorded. 


Guarantees Fast Sales Analysis 


The seven-copy intact invoice is 
then entered into the Friden Com- 
putyper, where list price with dis- 
count are automatically computed. 

Distribution breakdown. Final step 
includes distribution of copies, the 
first two going to the customer. File 
copy, along with acknowledgment 
copy, is attached to customer’s origi- 
nal order and filed by customer’s 
name. 

The salesman’s copy is forwarded 
to the salesman in whose territory the 
dealer is located. The extra copy is 
used only where order involves pool 
car or carload shipment and upon 
completion of delivery is filed under 
manufacturer’s file. The final copy— 
accounting copy on stiff cardboard— 
goes to the bookkeeper from which 
the necessary ledger entries are made. 

This final copy, which has been 
specially added to the regular eight- 
copy standard form invoice, also 
serves another purpose vhich has 
proved of immense value to the man- 
agement of Richardson’s. 

It has specially perforated holes 
along the border with each hole des- 


ignating by a number immediately 
above it as to what material has been 
sold, the customer and the sales ter- 
ritory. The bookkeeper, using a V- 
shaped punch, punches out the mar- 
gin at the hole related to the above 
information. 

Upon completion of this work, a fast 
precise daily sales analysis can be 
furnished the management. The infor- 
mation is quickly obtained by use of 
a simple pin inserted into the particu- 
lar hole from which any definite in- 
formation is wanted. 

For example, with all the orders 
stacked for the day, the pin is slid 
through hole No. 1. Any orders con- 
taining delivery of RAW-HIDE will 
immediately drop from the group due 
to the cut margin of any particular 
orders showing sale of this merchan- 
dise. The total dollar valuation of 
RAW-HIDE is then tabulated and 
entered on the daily sales analysis re- 
port. 

This procedure is then repeated for 
each of the departments listed along 
the edge of this final invoice copy. 

This sales analysis report furnished 
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not only the daily sales volume by 
departments (as shown in the columns 
to the left of the departments listed 
on the analysis form), but incorpor- 
ates the sales figures accumulative for 
the month-to-date on the right of the 
sales departments. 

Immediate benefits. “Having this 
information at all times has proved 
beneficial for us,” remarked Donald 
Richardson, president. 

“At first I demanded a daily report 
to test the practicability of furnish- 
ing fast information, but now I have 
it furnished weekly. As to its value, 
we have had this system in operation 
for about six months and in this short 
period we have proven to ourselves 
that the sales in three departments 
were not up to expectations. This im- 
mediately alerted us to find out why: 
less demand, lower competitors’ pric- 
es or lack of salesmanship.” 

In addition to their Denver ware- 
house, Richardson’s operate a branch 
warehouse in Pueblo, Colo. They 
concentrate on serving all parts of 
Colorado and fringe counties border- 
ing the state. 
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American Lumberman 
announces 


Art Hood's 


1959-61 
Management Workshops 


Your last chance to attend a management training course which 
often increases sales 25°%/, and net profits up to 50%. 


ART HOOD, 
chairman of the 
editorial board, 
American Lum- 
berman, has an- 
nounced that he 
will conclude his 
series of manage- 
ment workshops 
in July 1961. 

“I’ve set as my 
goal 100 work- 
shops,” Hood said 

“and this will be reached at the work- 
shop we will conduct for the Middle 
Atlantic Lumbermen’s Association at 
Atlantic City.” 


In the period between February, 
1953 and July, 1959, Hood has mod- 
erated 88 workshop sessions attended 
by lumber dealers from every state 
in the union and every province in 
Canada. He is presently conducting a 
course in Australia. 

Nearly 5,000 executives from 3,081 
yards have now “graduated” and 
more than 100 men have taken the 
workshop twice. 

What the course is. Each workshop 
is an informative, fact-packed week 
of compressed practical knowledge 
which will profit any retail executive 
for a lifetime. For companies whose 
profit is unsatisfactory, it provides 


FINAL WORKSHOP SCHEDULE 


Florida and Dist. No. 2, Bal- | 


moral Hotel, Miami Beach, 


Fla. (workshop No. 89) 


Carolina Building Material As- 
sociation and Dist. No. 2, 
Hotel Selwyn, Charlotte, N. C. 
(workshop No. 90) 


Texas Lumber Dealers Associa- | 
(workshop | 


tion, Austin, Tex. 
No. 91) 

Southern California Lumber 
Dealers Association, 
Monica, Calif. (workshop No. 
92) 


Western Retail Lumber Dealers 
Association, Seattle, 
(workshop No. 93) 


Mar. 14-18 


| Apr. 13-17 





| March (date to Western 
| come) 


Santa | 


Wash. | 


Ohio Association of Retail 
Lumber Dealers and neighbor- 
ing states, Granville, Ohio. 
(workshop No. 94) 


Illinois, Indiana and midwest, 
Chicago, Ill. (workshop No. 95) 


Oct. (date to 
come) 


Nov. (date to Northeastern workshop, Al- 
come) bany, N. Y. (workshop No. 96) 


Dec. (date to Eastern Canada workshop, 
come) Toronto, (workshop No. 97) 


Canada _ workshop. 
Winnipeg (workshop No. 98) 


1961 


June (date to Eastern Canada, Amherst, 
come) Nova Scotia (workshop No. 99) 


| July (date to Middle Atlantic and Eastern 


seaboard, Atlantic City or 
Washington, D. C. (workshop 
No. 100) 


come) 


the strategies, tactics, tools and equip- 
ment for the development of a sus- 
tained satisfactory net profit. 

It is a refresher management course 
for owners and managers of retail 
building material establishments. It 
provides the latest and most success- 
ful management methods fully tested 
by experience. 

The end results are constructive an- 
swers for the frustrating, annoying 
and discouraging problems faced by 
lumber yard executives. 


Who is eligible? The workshops 
are planned for owners and owner- 
managers of retail yards. 

Also invited are directors and offi- 
cers of retail lumber corporations, 
branch managers (if their superiors 
have attended previous workshops) 
and the sons of yard owners. 

A limited number of sales execu- 
tives of manufacturers and wholesal- 
ers may enroll as observers. 


Plan for training. The workshops 
are modeled after and from a text 
viewpoint, based on the Housing Guild 
Management Courses sponsored by 
Johns-Manville in the years just prior 
to World War II. Classes are small— 
no more than 60 dealers per work- 
shop. 

The key to the training is to un- 
cover profit-making ideas and _pro- 
cedures by informal participation of 
“students” and combining these ideas 
with previous suggestions of other 
workshoppers. 

Each student is always asked what 
was the most profitable thing he or 
his company had done in the four 
areas tied to profit-managing: men, 
money, materials and machinery. 

During 88 workshops over 20,000 
specific profit-making answers to com- 
mon questions, have been explored 
and are detailed, along with 950 
profit ideas. Two, 360-page manuals 
are now given to each student at the 
conclusion of the workshop. 
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The manuals are especially. helpful 
because the vast number of profit 
ideas are new to most dealers. Return- 
ing to his yard, each retailer can 
carefully study and adapt ideas to his 
individual operation. 

New determination. Almost as im- 
portant as the ideas gained is a new 
spirit of enthusiasm and determination 
generated during the workshop attend- 
ance. In countless dealer cases, an 
extra 10% of thought, energy and de- 
termination applied to workshop 
techniques has increased sales 25% 
and net profits 50% in the first 12 
months after a workshop. 

Workshops sponsored. The work- 
shops have been customarily spon- 
sored by regional or state retail lum- 
ber dealer associations, although sev- 
eral lineyard firms have had sessions 
for their executive people. 

Practically every state or regional 
association has sponsored a workshop 
(all but four) and one of them, 
Northeastern, has had seven. 

The workshops have developed and 
pioneered many innovations in man- 
agement policy and practice which 
have boosted profits. These include: 
budgetary controls, compensatory 
pricing, dealer controlled sales, home 
planning and improvement centers in 
stores, big-ticket package marketing, 
organized dealer-contractor partner- 
ships and many others. 

Should you attend? If your answer 
is “no” to two or more of the follow- 
ing questions you should seriously 
consider attending one of the last 12 
workshops: 


¢ Are you making an annual net profit 
of 20% or better on the net worth of 
your business before income taxes? 


* Are you able to establish a one price 
policy and refuse to cut a profitable 
price once you have established it? 


* Are you able to develop controlled 
consumer sales to 50% or more of your 
sales volume? 


* Have you set up dealer sales control 
on at least 50% of your volume? 


* Are you able to find, select, train, 
supervise and adequately compensate the 
needed number of salesmen for your op- 
portunity? 


¢ Are you selling $40,000 or more, an- 
nually per employe and $110,000 or 
more annually per sales person? 


* Have you organized to take full ad- 
vantage of the opportunities in big-ticket 
package merchandising to the home im- 
provement market? 


* Have you made one man in your or- 
ganization responsible for the producton 
of a satisfactory volume of profitable 
sales year after year? 


* Is at least 35% of your sales volume in 
cash or monthly payment sales to con- 
sumers? 


¢ Have you organized a step-by-step cre- 
ative selling program to properly follow 
up every lead and prospect? 


¢ Are you investing 3% of your sales in 
advertising and getting a created sales 
volume of at least 15 times this invest- 
ment to justify it? 

¢ Are you able to tell on the first of 
each month exactly how much profit you 
made in the previous month without tak- 
ing inventory? 


What Dealers Say About Art Hood’s Workshops. .. 
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¢ If your organization were to take a 
secret election tomorrow, would you be 
their choice for manager? 

* Have you re-organized your sales 
program and facilities to capitalize on 
the woman as a customer? 

* Are you able to motivate your person- 
nel so that their productivity is equal to 
or better than the average in the industry? 
¢ Have you set up a revolving credit plan 
for the benefit of your customers? 

¢ Are you merchandising at least 50% 
of the 125 end-use consumer packages 
that you can sell for $100 or more? 

¢ Do you have all the working capital 
you need in your business? 

* Do you have a method of securing the 
willing and enthusiastic cooperation of 
the carpenter-contractors in your trading 
area? 

* Have you done anything about man- 
agement training in your company in the 
last five years? 


Workshop fees. Each workshop lasts 
full five days at a cost of about $110. 
For this fee the workshopper usually 
receives two meals a day, his text- 
books and all necessary supplies. Ho- 
tel expense is extra. 

Because American Lumberman 
workshops usually soon reach the 
maximum enrollment of 60 men, it is 
not too early to make a reservation, 
especially for the 1959 classes. Send 
your reservation directly to American 
Lumberman, 59 E. Monroe St., Chi- 
cago 3, Ill. Complete details will be 
sent and arrangements concluded with 
your state or regional lumber dealer 
association. 


¢ “If I had only attended this workshop at 
my first opportunity several years ago I 
would be thousands of dollars better off.” 
¢ “Nothing less than a cemplete rejuvina- 
tion for my business.” 

*« “The five days in this workshop were 
the most profitable investment of time 
that I have ever made since I’ve been in 
business.” 

¢ “This workshop was worth 100 times 
what I got from a costly expenditure for 
the services of a notorious management 
counselling firm.” 

e “There was at least one idea worth a 
thousand dollars to me in every hour I 
spent in the workshop.” 

e “Never again will I be faced with a 
management problem in my business with- 
out knowing where to find the answer.” 

« “I went to workshop No. 1 and work- 
shop No. 86. I got a lot the first time 
that made good money for me—but the 
accumulation of improved ideas and 
methods in that time is utterly amazing.” 
« “I came away from the workshop con- 
vinced that the making of 20% or more 
net profit on my investment year after 
year, while not easy, is a blueprinted 
organizational structure that I can mas- 
ter.” 

¢ “I’m literally torn between insisting that 
my competitor attend this workshop in the 
interest of enlightened competition and 
hoping he won't because of the many ad- 
vantages I now have.” 














ALL LUMBER is end-stacked, regardless of length. Each piece is marked with size, 
thickness, length, grade, quality and specie, but not priced. ‘‘Mama-and-papa’’ 
yards like this one are the rule. 


Mama-and-Papa’ Yards Popular in Japan 


American Lumberman editor tells what it's like to operate a 
lumber business in the Land of the Rising Sun. 


BY ART HOOD 


“If it weren’t for the competition,” 
say the Japanese, “Japan would be a 
lumberman’s paradise.” 

Imagine a country of 90 million 
people who live in wood houses and 
prefer to continue that way—a coun- 
try where a brick house is practically 
unknown and cement is used sparingly. 

The people as a whole love the 
sight, the touch, the smell and the 
grain of wood. Therefore they don’t 
paint it. Mile after mile of unpainted 
individual homes in every Japanese 
city present a drab prospect to the 
visitor, but not to the native. Un- 
painted wood and “home” are synon- 
ymous in his thinking. 

He will use beautiful lacquers and 
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varnishes for interior decoration, but 
prefers to show the grain of the wood 
in every possible instance. 

The greatest fortune in the world 
may await the salesman who can sell 
the Japanese people on colorful ex- 
teriors for their homes. 

There are 30,000 hardwood and 
softwood saw mills in Japan with the 
production of pine, cedar and cypress 
at about 7 billion feet annually. Fig- 
ures were not available for hardwood 
production and some _ lumbermen 
claimed that 7 billion feet was a low 
estimate of the softwood production. 

Russia active. Hundreds of millions 
of feet of lumber are imported from 
the Phillippines and Russia each year. 
The Soviets have stolen on a price 
basis the sweet volume of “Jap square” 


orders which used to go to our Pacific 
Coast. 

Lumbermen are plagued with simi- 
lar distribution problems to ours—the 
large mills and jobbers by-passing 
smaller jobbers and retailers. Competi- 
tion for volume orders is terrific. 

Lumber auctions are held three or 
four times per month in the larger 
cities and small dealers and large 
contractors vie with each other in the 
bidding. 

Where we have “mama-and-papa”’ 
stores in the grocery trade, there are 
literally thousands of mama-and-papa 
lumber yards in Japan. “Mama” is 
usually found out front greeting the 
trade and pricing the merchandise. 
“Papa” is out back handling the lum- 
ber and the tiny mill. In one of the 
larger yards I visited, several of the 
sales people were girls—very smart 
and good looking too! 

All lumber is piled on end regard- 
less of length and each piece is marked 

(continued on page 58) 
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New Source of ADD-ON SALES! 


May 


Figs # % 


rites 


MOE Light Ceiling Display at City Service Lumber Company, Chicago, Ill. 


MOE Zc MERCHANDISER SELLS LIGHTING FIXTURES TO LUMBER BUYERS 


Decorative lighting fixtures are hot news in fixture business. MOE Light has Merchandis- 
the home building field, and the extra sales ers to fit your space, your needs, your budget. 
and profits go to the active retailers who dis- Ask your distributor to show you how you 
play them. Install a sales-making MOE Light can install an eye-catching MOE Light dis- 
Merchandiser on waste floor, wall or ceiling play on your ceiling and gt NEW PROFITS 
space—and watch it build up a profitable from this wasted space. 


SEND TODAY FOR FULL INFORMATION 


on new MOE Light Merchandising Displays 
and latest MOE Light catalog. 


Wty, 
4 


ly 


THOMAS INDUSTRIES, INC. 
LIGHTING FIXTURE DIVISION 
410 S. Third St., Louisville 2, Kentucky 


RL 
CTT 


S 
4 


~ 
TTN\ 


MOE LIGHT - STAR LIGHT - BENJAMIN 
ENCHANTE +« SAN MARINO 
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*“MAMA-AND-PAPA” YARDS IN JAPAN 
(begins on page 56) 





with size, thickness, length, grade, 
quality and specie, but not priced. 

I gathered that price was governed 
by (a) quantity and (b) type of cus- 
tomer (contractor or consumer). 

Softwood prices seem to average, 
atthe consumer level, about our 
equivalent of $100 per M. Consider- 
ing that skilled labor, mill men, truck 


drivers, etc. earn between $80 and 
$85 per month, the prices seem plenty 
high. 

When I commented on this point 
a lumberman told me that when just 
a few pieces were bought, the dif- 
ference in price per piece didn’t seem 
to matter much. 

Retail lumbermen handle millwork, 





A DEPENDABLE 
SOURCE OF 
WELL MANUFACTURED, 
SEASONED AND GRADED 
LUMBER AND 
LUMBER PRODUCTS 


door frames, etc., but no hardware or 
paint, not even glass. Much of the 
“glass” is translucent rice paper, which 
has to be replaced at least once a year. 

Wholesale lumber is sold by the 
“koku” which is the equivalent of 126 
board feet. 

Repairs separate. Repair contrac- 
tors are a completely segregated classi- 
fication from home building con- 
tractors. The latter are highly effi- 
cient. I saw one of the former ripping 
a 3x3-12 lengthwise by hand saw! 

Every homeowner has a set of 
simple tools and does most of his 
minor repairs. He is the best customer 
of the mama-and-papa yards. 

Where we have a coffee break, 
they have a tea break. Our coke bar is 
their free tea for customers (and visit- 
ing editors). 

There are as many _ three-wheel 
trucks as four-wheel and more motor- 
cycles than both. A symbol of status 
is an American motor car and in spite 
of the fact that Japan produces two 
very good lines of cars and trucks, 
Toyopet and Datsum, and that import 
taxes are prohibitive, the black mar- 
ket in American cars is thriving. I saw 
one 1957 Imperial Chrysler being 
offered at a bargain at 512 million yen 
or $15,400. 

Practically no mechanical handling 
equipment was seen in any of the 
yards, large or small. 

Each city and region has its local 
lumber dealers association and there 
is a national federation of all associa- 
tions. 

The anti-trust laws are identical 
with those in the United States. In 


fact, Japanese business of all kinds is 
operated more like the U.S. pattern 
than any country I have ever visited 
except Germany. 

Oriental Hoo-Hoos. The people are 
wonderfully courteous, hospitable and 
crave friendship. One young engineer- 
ing graduate of 21 attached himself to 
me on a stroll through one of the 
towns because he was almost pitifully 
eager to have someone with whom to 
speak English. Our language is taught 
in all high schools and colleges but 
doesn’t become used as it should be- 
cause there are so few to practice on. 

I had the privilege of being a guest 
at lunch with one of the two Hoo- 
Hoo’s in Japan—Mr. HOSHICHI 
OHTOMO, director of IWAKURA 
GUMI LUMBER CO., importers and 
exporters of hardwood plywood. 

Currently his company is 
squeezed two ways: 

1. By curbs on plywood imports 
by the U.S.A. 


2. By export reductions of the 
Japanese government because of dol- 
lar shortages. 

Mr. Ohtomo made the point that 
Japanese imports from the United 
States have been heavier than exports 
to the U.S. for several years and that 
obviously this will present an ever 
increasing problem unless they can be 
brought into balance. 


One of the best informed men in the lumber indusiry 
supervises production and quality control for TW&J. 
Strict adherence to grade and moisture content is 
assured by rigid inspection and certified graders. 


TARTER, WEBSTER & JOHNSON 
ARE MANUFACTURERS AND DISTRIBUTORS OF 


°° Sugar and Ponderosa Pine Shop and Selects 
© °©6©Sugar and Ponderosa Pine Boards 

°° Douglas and White Fir Shop and Selects 

°° Douglas and White Fir Dimension and Boards 
© ° €©Incense Cedar Boards 

©” Redwood Siding and Finish 

© ° 6©Ponderosa Pine and Fir Mouldings 

&° 6©Readymade Fence 


+ In addition Tweed are actively engaged in the 


procurement and distribution of all West Coast lumber 


being 


products and maintain buying offices in producing areas 
to give the trade complete one-call service. 


Tarrer. WEBSTER & JouNson. INC. 


P.O. BOX 3498 


San Francisco 19, California (ra) 
PRospect 6-4200 Teletype SF 211 





—A.A.H. 
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THREE Go(Gq ITEMS! 


) ° ° There’s a gold mine in home modernization! Get on the bandwagon 
You cant miss with with this new aluminum siding that covers every type of existing 


exteriors. Resists chipping, cracking, peeling, and it can’t burn! 
Pe RMA-SI D e Interlocking construction assures easy appli- 
cation. Nails don’t show. Available in 


ALUMINUM attractive colors: White, Pastel Green, 
BAKED ENAMEL 


SIDING —— ~ = = rt 


Yellow, Grey and Coral. 





DO IT YOURSELF 
the ONE and ONLY ORIGINAL 


Patti Port 


Often copied, never duplicated, Patti Port outsells every- 
thing on the market! Most beautifully designed, it’s the only 
fully pre-fabbed, completely finished shelter . . . EASIEST, 


SIMPLEST, QUICKEST to erect! 
e 10’ x 20’ @ slide-together interlocking aluminum roof 


@ parts precut to fit like a glove @ oven baked enamel “a 
finish, no painting @ optional bracket for lean-to application DON'T MISS OUT ON THIS MONEY MAKER! 


FRE PSSSCSCCSO COC OSHS COO OCOOOSOSSOSS SCO COCOTTS 
DO IT YOURSELF 


“Hang ’em Yourself” U NIT-PAK 
ALUMINUM AWNINGS and DOOR CANOPIES 


America’s No. 1 metal awning! Shipped in kit form — anyone can install — as easy as 
hanging a window shade! Get in on big profits in waiting market of homes, apartments, 
stores, motels, institutions! 

ASK ABOUT OUR FABULOUS DEALER AIDS 


IMMEDIATE DELIVERY - PHONE -WIRE-WRITE TODAY! 


Please send me free literature on 
“Hang ‘em Yourself” Unit-Pak Aluminum Awnings 
Patti Port Carport-Patio-Many Use Shelter 
Aluminum Siding 


Name 





Address 


PERMA-SIDE CO. 4 


Teleph 
9400 BELLANCA AVE., LOS ANGELES 45, CALIF. — 
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DAVE BOLLWEG, dispatcher and manager of Taggart 
Ready Mix, Inc., Pell Lake, Wisc., uses telephone and 
two-way radio simultaneously to help put a lost truck 


driver on target. 


MOBILE TRANSMITTER in one of four Taggart ready-mix 
trucks so equipped. Taggart also has a station wagon 


two-way equipped. 


Dealers Tell How Two-Way Radio 
Gives Them Edge on Competition 


More efficient deliveries, fast job-site pricing and credit 
checks among advantages cited by dealers using new chan- 


nels opened by FCC. 


Just a year ago next month, the 
Federal Communications Commission 
opened up new channels for two-way 
radio, specifically for business radio 
service. 

Many retail lumber dealers across 
the country are taking advantage of 
the new channels for faster communi- 
cations with their salesmen and con- 
tractors by buying or leasing one or 
more mobile radio units and a_ base 
station . 

The advantages of such a system is 
best explained by dealers using the 
equipment. 

“It cuts down on overtime, for one 
thing,” declared Dave Bollweg, man- 
ager, Taggart Ready Mix, Inc., Pell 
Lake, Ill. This firm is a subsidiary of 


60 


Taggart Lumber Co. Home office is 
Lake Geneva with branches in Pell 
Lake and Whitewater. 

“If we're going to be late,” ex- 
plained Bollweg, “we can let our cus- 
tomers know. It helps us give our 
customers better service. We know 
where our trucks are all the time. It’s 
almost as good as having another 
truck on the job. It enables you to 
space your orders better. 

“In addition, a driver can call in 
from the job and tell the dispatcher 
how long he’s likely to be out there.” 

A call came in while American Lum- 
berman’s reporter was talking with 
Bollweg to illustrate the point. 

“Where’s this guy supposed to live 
at?” queried the ready-mix driver, lost 


on a country road. By checking a map 
and other information, Bollweg was 
able to transmit helpful information 
to the driver. 

Taggart’s office manager, Karl 
Thoorsell, gave additional reasons for 
valuing the equipment. 

“It enables us to revise a driver's 
orders, if necessary, en route. If a 
driver is in trouble, he can always 
contact the base station and tell them 
about it.” 

Taggart’s customary transmitting 
distance is 15 miles, but they have 
sent their messages as far as 30 miles. 
They have four ready-mix trucks and 
a station wagon equipped with mobile 
units. 

For a system similar to the one 
(Motorola) operated by Taggart Ready 
Mix, a dealer could plan on $1,200 
for base station, including an antenna 
and $600 for each of the mobile units 
if purchased outright. 

Leasing such a system on a five- 
year basis, the dealer would pay down 
10% or $360 and a monthly rental of 
$68. At the end of five years, he 
would have the option to buy. The 
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Questions and Answers About Two-Way Radios 


(For further information, write American Lumberman, 59 East Monroe, Chicago 3) 


Q. How large an area can I cover with 2-way radio com- 
munications? 


A. The three major factors affecting radio coverage are 
transmitter power (both mobile and base station), antenna 
height (principally base station antenna height) and opera- 
ting frequency. The maximum range is generally determined 
by the line-of-sight from antenna to antenna. Your equip- 
ment representative will discuss your coverage requirements 
with you and develop a system to answer your needs. From 
the broad selection of radio communications equipment 
available to Business Service licensees, he will provide you 
with a custom-tailored communications system. There is 
usually little difficulty in obtaining 15 miles range. 


Q. Does weather affect 2-way radio operation? 


A. Communications with frequency modulated radio, the 
type used in these systems, is virtually unaffected by 
electrical storms and weather extremes. 


Q. How much does radio cost? 


A. The least expensive way of owning a radio is by out- 
right purchase. A new mobile installation will cost from 
$600 to $750, a base station averages about $1,000. How- 
ever, where outright purchase is not practical, attractive 
financing plans permit you to purchase your radio over a 
period of 3 to 5 years. When maintenance is included, the 
cost per working day (22 days per month) is often less than 
$1.25 per radio unit. 


Q. How few mobile units can one profitably use? 


A. Many users have found even a single mobile unit is 


initial down payment could be applied 
to the total cost of the original equip- 
ment, also monthly payments, so that 
about 23% of the total cost would be 
paid off under the lease plan prior to 
outright purchase. 

Hoffman Lumber Co., Fort Atkin- 
son, is another Wisconsin firm using 
two-way radio (Motorola). They have 
a 60-watt base station in the lumber- 
yard office, topped with an 80’ tow- 
er and four 30-watt mobile units, one 
in each of the salesmen’s cars. 


profitably in their operations. Savings in minutes and miles 
will return your investment in a remarkably short time. 


Q. Does radio equipment require much space? 


A. The conventional medium-power mobile unit is small 
enough to be mounted under the dash of the car, or it can 
be mounted in an out-of-the way location—in the trunk, 
for example. In the latter case the controls, microphone and 
speaker are mounted separately near the driver. 

The base station unit is generally mounted on or near a 
desk. It can also be put in any other desired location and 
remotely controlled from a small remote unit on the desk. 


Q. Are “private” radio channels available? 


A. No. Any user must expect that eventually other users 
will share his channel with him. However, with tone coded 
squelch equipment, only messages from your dispatcher 
open the speaker in your mobile radios. All other messages 
on the same frequency are “locked out” of the radio. Motor- 
ola’s “Quik-Call” radio provides another type of “privacy.” 
The dispatcher can select any single unit or group of units 
to hear his messages. 


Q. What maintenance is required? 


A. FCC-required measurements and preventive maintenance 
keep your precision product operating at peak performance. 


Q. Is 2-way radio service available in small towns? 


A. Yes, most manufacturers maintain service organizations. 
For example, one manufacturer has a National Service 
Organization consisting of more than 800 authorized 
service stations in both large cities and small towns. 


SPECIAL ANTENNA (below) erected 
on top of Hoffman Lumber Co. office 
building in Fort Atkinson, Wisc. Dealer 
can install this equipment by himself 
with help of a contractor customer. 


The four officers and salesmen of 
the company—president H. W. Hoff- 
man, sons William and H. W., Jr. and 
son-in-law Bud Abernathy—find two- 
way radio invaluable on four counts: 
inventory, delivery, pricing and credit. 

A further assist in checking inven- 
tory from the field is an intercom that 
enables the office to contact the yard 
foreman promptly. Likewise, an im- 
mediate check on price information 
and credit can be made from the field. 

One sidelight: the Hoffman firm 
had investigated radio three years 
prior to installation. It had even ap- 
plied for a license six months before 


FAST JOB-SITE DELIVERIES via two-way 
radio are popular with contractors. Bob 
Jantze, salesman for Stahiman Lumber, 
Houston, places order direct to yard, 
above. 


the Business Radio Service was cre- 
ated by the FCC and was turned down, 
but received approval once the new 
regulations were established. 
Eliminated one truck. An Ohio deal- 
er, Frank S. Andrews, Andrews Lum- 
ber Co., Cambridge, Ohio, said that 
his two-day system (GE) has enabled 
him to eliminate one truck and one 
driver. He figures this savings amounts 








TWO-WAY RADIO 


(begins on page 60) 





to around $700 monthly. 

Andrews has three base stations 
and two salesmen and 10-12 contrac- 
tors with mobile units. The tie-in with 
contractors enables a fast switch of 
building mechanics from one job to 
another as needed. 

“Management has been released to 
get out and service jobs,” explains 
Andrews. “We know that if we are 
wanted on the long-distance phone 
while we are out on the job, it’s an 
easy matter to get to the nearest phone 
to make the connection.” 

Because several other two-way op- 
erators are on the same frequency, 
Andrews has found it advisable to es- 
tablish code names for some terms. 
For example, “Pine cone” is contrac- 
tor. 

“We do a lot of farm work and 
two-way radio gives us flexibility on 
the job,” added Andrews. “We have 
used the equipment as far as 50 miles 
out. One day recently, I imagine I 
was called 10 times while I was out 
on the job.” 

Two Houston, Tex., dealers, Stahl- 
man Lumber Co. and Leroy Lumber 
Co. are sold on two-way radio (Mo- 


torola). Leroy Lumber installed the 
equipment in seven cars and trucks 
last year at a cost of about $7,500. 
Owner Glen McMillan cites this ex- 
ample of the use of two-way radio: 

“Just the other day, we had a prob- 
lem arise at one of our building sites 
about 30 miles from town over the 
substitution of certain materials. The 
decision had to be made by a fore- 
man. By using our new communica- 
tion system, we were able to get his 
okay within a few hours. Based on 
past experience, this saved us two or 
three days time.”’ 

McMillan also emphasized the re- 
duction in monthly long-distance phone 
bills. Not only has the two-way radio 
hookup proved its value on daily 
problems, he said, but it has facilitated 
future planning. Foremen at a job site 
can anticipate their needs and order 
in advance. They don’t always have 
to place their orders after they check 
in at headquarters. 

McMillan says that radio reception 
is an important phase. The company’s 
building projects are spread over a 
40-mile radius. Reception has been 
excellent even up to 50 miles. 

“When you consider our former 
method—write a note, leave it at the 
office, then wait several days for it 
to be picked up—there’s very little 
doubt,” believes McMillan, “that our 
investment is well-justified.” 

Bob StahIman, owner of Stahlman 
Lumber Co., first began using two- 


way radios in his salesmen’s cars last 
October and has recently installed 
mobile units in three of its newer- 
model trucks. 

“Although we’ve found many ad- 
vantages,” he remarked, “perhaps the 
greatest is the way this equipment 
impresses our customers. Suppose, for 
example, that a builder is fuming over 
what’s happened to his order. Our 
salesman tells him that it will only 
take a minute or so to check. He 
leaves the customer and returns short- 
ly with the necessary information. An- 
other thing—the customer apprecia- 
ates not having his office phone tied 
up while the order is being traced.” 

The Stahlman equipment cost about 
$1,500 for base station including an- 
tenna; plus a monthly charge of $125 
for equipment in five cars. 

“But look at these amounts,” points 
out Stahlman, “against our monthly 
telephone bill. When each man calls 
in at least four times a day and there’s 
26 working days a month—well, this 
sum, plus the cost of private lines 
and a tied-up company switchboard 
makes it average out. And don’t for- 
get that the salesman is usually paying 
out 10¢ a call under the old commu- 
nication system.” 

One drawback, although it’s noth- 
ing against the product, points out 
Stahlman, is that the transistor-type 
radios require 12-volt batteries and his 
older trucks are powered with six- 
volts. 
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Above is average of timber being cut today on our second 
cycle cutting on 200 Thousand Acres of timberland. Annual 
cut 22 Million feet for past half century under exacting 
Forest Management Plan without depletion. 


HARDWOODS — WHITE PINE ——- HEMLOCK 
DEFEND YOUR TRADE WITH 


MENOMINEE 
Necpit, Wisconsin 


QUALITY LUMBER 


Ww. C. D. 





INDIAN MILLS 


Kiln-dried 
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BIRD Wind Seal Shingles 


FINEST SELF-SEALING 
SHINGLES MADE 


Powerful dots of thermoplastic spaced for drainage, 
applied hot in the manufacturing process to the face side 
of the shingle so adhesive welds through granules to felt 
and later bonds direct to felt of shingle above for great- 
est holding power. Famous double surfaced thick butt 
construction. No sticking in the bundle. Lays fast in 
ordinary way. Consistently advertised in the Saturday 
Evening Post. 
BIRD Bird & Son, inc., East Walpole, Massachusetts 


Charleston, S.C. » Shreveport, La. «+ Chicago, Ill. 
Quality products since 1795 
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Insurance Inspector Shows You Six 


DANGEROUS PRACTICES 


in lumberyard maintenance 


The following notes and _ photo- 
graphs are from an actual inspection 
report made by a workmen’s compen- 
sation insurance underwriter. Some- 
times after his visit to the yard illu- 


abandoned. The inspector’s remarks 
tell some of the reasons why. 

“This is the sloppiest lumberyard 
we have seen,” the inspector said. “We 
were struck with the bad housekeeping 


“However, better planning and 
more concern would overcome much 
of the trouble. We were appalled by 
the amount of waste and damaged 
lumber caused by sloppy methods.” 


strated, the yard was closed and and poor planning. —The Editors 





Careless piling. As I entered the main yard gate, this ex- 
ample of careless piling was seen first. Trucks entering the 
yard squeeze past this high pile by only a few inches. A 
truck could catch any part of the pile and it would topple. 

The pile is five bundles high, too high for this location. 
Note how top-heavy it is. Actually, it is worse than the pic- 
ture shows. I was hesitant about asking my companion to 
stand under it long enough to permit me to snap the picture. 

When we pointed out the danger to one of the yardmen he 
got a fork truck and removed the top bundle, but this situa- 
tion might easily repeat itself without constant employe in- 
struction on safety. Such instruction can only come from 
management interest. 


Improper footings. Going to the rear of the yard, I found 
this example of bad piling and careless handling of materials. 
Little thought had been given to proper footing underneath 
the lumber piles. The toppled pile is on level ground. With 
even a minimum of care in placing footings, this would not 
have happened. It is true some of the piles were started on 
sloping ground, but no effort had been made to prepare level 
footings. 

At the far left is another pile of unbound raggedly-piled 
lumber, which will take several hours to re-pile properly. 
Throughout the yard I found many examples of this same 
kind of bad piling and careless handling of materials. Natural- 
ly there is a great deal of damaged material here. 

The concrete retaining wall in the background had been 
broken out in two places, possibly to permit fork trucks on 
the lower level to get at lumber piled there. When no lumber 
is piled, a person could walk off this ledge accidentally. 

Underneath the old auto chassis in the far background is 
a large pile of junk. This should all be hauled away and the 
area cleaned up. This yard is badly overcrowded and this 
space is needed for materials, not junk. 

(continued on page 66) 
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ALWAYS AHEAD OF THE FIELD! 
Today's secre — in 


= 43 NEW IMPROVEMENTS FOR 
PRODUCT BETTERMENT! 
0 New! Copper-Seal Finish 


Protection where the Eye 
Can’t See! 


al) 


< Available in a large variety of 
© New! Factory-Notched Ends BEAUTIFUL FIRE-BAKED COLORS 
Saves on-the-job cutting. 


Saves Labor, Time and Costs. e BLUE e GREEN e WHITE 


’ e PINK e GRAY e BROWN 
© Mew! pre-punched Nail Holes © Mew! Weep-Holes e YELLOW ¢ DARK GREEN 
The applicator’s delight ... Completely minimizes condensation. 


e IVORY e DARK GRAY 
Easy Installation! 2 
53 ° ray ° wy stheigy 


e CORAL e BARN RED 


MAKES OVER 500 COLOR COMBINATIONS 











For a complete line of Aluminum 
Siding always ask for KOVER-LUM! 


KOVER-LUM Vertical, , . Fulfills 
architects’ latest designs. 

KOVER-LUM Embossed, |, For 
strength. Excellent for hail- 
storm areas. 


KOVER-STONE, _ | Genuine IN. 


WERATHER-TIGHT... 





= s s Ss 


WITH OR WITHOUT BACKER BOARD 


A FULL LINE OF SALES AIDES... 


AD MATS, BROCHURES, SLIDES, PRICE 
LISTS, AND A COMPLETE “PITCH-BOOK” -. - bonded into ONE piece DIVIDUAL pre-cast stones .. . 
DESIGNED TO SELL! ready to nail! Covers any surface. 


SALES COME EASIER WHEN YOUR SIDING IS BETTER! 


CALL, WRITE OR SEE US AT 


U.S. ALUMINUM SIDING CORP. 


10551 ANDERSON PLACF FRANKLIN PARK, ILL. Gladstone 5-7200 





= 
KOVER-LUM Insulated , , . 
With weatherboard attached 


Circle No. 106 on Handy Cover Card 
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THE LUMBERMAN'S ACTUARY 
John W. Barry 











In one book, here are answers to almost 
any estimating problem you may have. 
Use its tables to compute lumber feet 
and price per piece or by the thousand, 
discounts, areas, wages, pricing units 
of shingles and wallboard, mouldings, 
other building materials. Most compre- 
hensive edition ever: now 560 pages; 
top dollar page revised upward to $400 
per M, with starting unit price of $20. 
Easy and quick to use: cut-in index tabs 
give instant reference to any page; 
cover is durable fabricoid with stitched 
binding to lie flat; convenient 52” x 
84” in size. 


HANDY LUMBER CALCULATOR 


A usetul pocket size manual including 
a lumber calculator for standard sizes, 
log rules, estimated weights of lumber 
and useful miscellaneous lumber tabu- 
lations. 


WOOD INDUSTRIES DICTIONARY 
Nelson C. Brown 


Here in one source is a concise, com- 
prehensive explanation of the indus- 
try's terminology. Over 1500 terms and 
definitions, and over 300 abbreviations 
make it a valuable reference. 
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1] The Lumberman's Actuary 
(-] Handy Lumber Calculator 


Name 


Enclosed is my check in the amount of $ 


CYCLOPEDIA OF BUILDING 
TERMS 
Compiled by American Lumberman.50c 


Useful to newcomers in the industry 
and experienced personnel alike. A 
handy reference to: over 1,000 building 
terms, charts and tables; fundamentals 
of light construction; legal terms con- 
nected with the building field., 


AMERICAN LUMBERMAN, INC., 59 E. MONROE ST., CHICAGO 3, ILL. 


for the books | have 


"] Wood Industries Dictionary 
{_] Cyclopedia of Building Terms 





Address 





City 


Zone State 
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Appalachian Hardwoods are recognized 
everywhere for their fine natural qual- 
ities—soft texture, easy workability and 
attractive graining. Let the foremost 
concerns in this column supply you with 
dependable quality, well-manufactured 
Appalachian Hardwood products. Con- 


sult them on your next requirements. 





*Hamer Lumber Sales, Inc., Kenova, W. Va. 


Exclusive Sales Agents for 
J. P. Hamer Lbr. Co., Inc., Kenova, W. Va. 
Homer Lbr. Corp., Appalachia, Va. 
Manufacturers Appalachian Hardwood Lumber 





*Cherry River Boom & Lbr. Co., Richwood, W. Va. 


Appalachian Hardwoods, Flooring, Planing Mill 
Products. Gived Dimension. 





Wood-Mosaic Corp., Louisville 9, Ky. 
White and Red Ook, Walnut, Poplar, Basswood, 
Beech, Cherry, Mahogany and Laven Lumber. Do- 
mestic and imported Veneers. Hardwood Flooring— 
Oak and Maple Strips and Laminated Block and 
Special Pattern Flooring. 





* Member Appalachian Hardwoods 


Manufacturers, Inc. 


always specify 
APPALACHIAN HARDWOODS 
Circle No. 107 on Handy Cover Card 





DANGEROUS PRACTICES 


(begins on page 62) 








Electrical hazard. The top of this 
leaning tower of insulating sheathing 
is only 18” away from some overhead 
220-volt electric power lines. When 
the fork truck operator lifts the pile 
to remove it, he will almost certainly 
brush against the line. Note the dam- 
aged material here. 


Fire hazard. In the area around the 
yard’s power saw, there is scrap lum- 
ber everywhere and a large pile of 
sawdust. The trash barrel is full to 
overflowing. Scrap and waste material 
should be hauled away. Disorder and 
litter around the power saw—not visi- 
ble—is especially dangerous. It is al- 
most impossible to work safely here. 


Dangerous catwalk. Inside the lum- 
ber shed is this bridge which passes 
over the alley between catwalks. Don’t 
depend on the handrail here for sup- 
port; the corner post my companion 
is seen touching is loose. In addition, 
the railing which should be attached 
to it, is not nailed and one of the up- 
right supports for the side rail on the 
left is completely missing. The points 
of several long nails are exposed; 
employes could fall or brush against 
them and injure themselves. 


Exit boobytrap. This is the back 
door to the trim room and opens out 
into the yard. You can see the rubble 
in front of the door; everyone has to 
step over this as he comes out. This 
should be cleared away and suitable 
steps built. 
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: NEW! 

i ARLITE 
~ RANDOM 
PLANK» 


fully-finished wood-grain paneling 
for random-effect walls in any room 


Even your most inexperienced home-handyman customer can install 

new Marlite Random Plank . . . and achieve dramatic results! It’s made 
for easy installation—',” thick, 16” wide, edges tongued and grooved. 

It’s styled for modern beauty, too. Six completely new Trendwood 

finishes styled by American Color Trends, complement any room, any 
decor. Easy to care for? Of course. The melamine plastic finish needs no 
further painting or protection; resists stains and mars for years. 

Get the profitable details from your wholesaler, or write Marlite Division 
of Masonite Corporation, Dept. 741, Dover, Ohio. 


iidbdenwmser Marlite plastic-fini shed paneling 


furring strips or existing walls 


MARLITE IS ANOTHER QUALITY PRODUCT OF MASONITE® RESEARCH 
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Seven steps instead of 22! Simply cut two load-bearing éé 
struts to fit header construction you use. Nail Strutwall to adjacent 
studs, tilt up with wall. Two-thirds of conventional framing, install- 


saved 16 man-hours 
per home!” 


ing and finishing is eliminated. 


Reports Douglas H. Robertson, Vice President, 
ROB-LUN Lumber and Builders Supplies, Inc., 
Niagara Falls, New York 








Frontier Homes workmen tilt up framing with window units 
in place. Builders everywhere report Andersen Strutwalls deliver a 
good saving in total installed cost—even when compared with cheap, 
conventional windows. 


“Our customer, F. J. Balcerzac & Son, Inc., general 
contractors of Medina, New York, used Andersen Strut- 
walls in the recently completed Frontier Homes, Inc. 
development. This consisted of 111 homes—and the use 
of Strutwalls saved 16 man-hours per home, or a total of 
44 working days!” Mr. Robertson continued. 

**All of the time-consuming cutting and sawing of crip- 
ples was reduced. All we had to supply was lineal footage 
for inside and outside framing. We fabricated the 2 x 6 
headers ahead of time in our shop—making this a vir- 
tually complete framing package. The builder, of course, 
was pleased with the savings in time and money.” 


More beautiful—and trouble-free! Handsome wood sash and 
frames of Andersen Strutwalls add charm, natural warmth and 
beauty to Frontier Homes. Complete precision-made components 
assure strongest, tightest joining of window and wall. 


More and more builders, both large and small, are find- 
ing that they can make remarkable savings by using 
Andersen Strutwalls. That’s because they cut normal win- 
dow installation two thirds—from about 22 steps to 7! 
Strutwalls come with the Andersen Windows and adja- 
cent framing members already joined—including load- 
bearing side struts, jack studs and other members. 

For more information on cutting building costs with 
new Andersen Strutwalls, phone your Andersen Distribu- 
tor. Or write Andersen Corporation, Bayport, Minnesota. 
Andersen Windows are sold through dealers only through- 
out the U.S. and Canada. 


Andersen \Windowalls 


*Trademarks of Andersen Corporation 


ANDERSEN CORPORATION + BAYPORT, MINNESOTA 


Dealer Douglas H. Robertson recommends Andersen Strutwalls 
to cut on-the-job labor. Frontier Homes development in 
background used them—and saved 44 working days 

(16 man-hours for each of 111 homes). 


————— << 























TOP DISPLAY SPOT at Sibley Lumber Co., Harvey, Ill., is now 
given to plastic surfacing. Sibley ties in mouldings with their 


surfacing display. 


CIGARETTE-RESISTANT surfacing from Bolta-Top, division of 
General Tire & Rubber. Heat is dissipated up to 320°. 


Sales Rising for Vinyl Surfacings 


counter edge, too, in a waterfall ef- 
fect. 
The waterfall edge, made by rolling 


Roll plastics score with do-it-yourselfers. Some con- 
tractors also prefer them. The product has largely 
sold itself without extensive promotion. 


Here’s a product known in retailing 
circles as a “sleeper.” Roll plastics 
came onto the market without fanfare 
or a heavy promotional budget. Yet 
because they serve a definite customer 
need, sales have increased steadily and 
now the item provides substantial 
volume for dea!ers, wholesalers and 
producers. 

While a remarkable success story 
is in the making, manufacturers can’t 
agree on a name to describe the line. 
It is variously called plastic laminate, 
flexible plastic laminate, vinyl surfac- 
ing, plastic surfacing or vinyl plastic 
sheet material. One manufacturer 
tries three different names in the 
same piece of literature. 

Earliest efforts traded on the word 
“laminate” which was not exactly fair 
to the customer. No customer should 
expect the same qualities from plastic 


70 


vinyl that true piastic laminates offer. 
Actually each product has its own 
unique properties and they should be 
sold that way. 

Flexible material. The product is a 
skilled combination of vinyl sheeting 
(sometimes with an additional protec- 
tive sheet of a coating like Mylar) ad- 
hered to a flexible, waterproof back- 
ing. The vinyl resists staining from 
soap and detergents, acids, alkalis and 
other chemicals normally found in the 
kitchen. It will not buckle under heat, 
nor crack from bending and stretch- 
ing. Slight burns can be removed by 
rubbing with steel wool. 

Plastic surfacing’s flexibility makes 
it easy to run the material across the 
counter and up the back wall in one 
piece, providing a smooth, curved 
corner that’s easy to keep clean. The 
material can be flashed over the 


the surfacing over a curved wood 
moulding, acts as a dam to keep 
spilled liquids from running onto the 
floor and again it forms a dirt-free 
seam. 

Easy installation. The same flexi- 
bility makes plastic surfacing even 
easier to apply when installed more 
conventionally on flat surfaces—such 
as shelves, table tops and drawer in- 
teriors—cutting is done with a scissors 
or straight bladed knife. Latex type 
adhesives are normally used for the 
application. 

While easier to cut than regular 
plastic laminates, care must be taken 
for exact positioning before cement- 
ing. It is especially difficult to remove 
plastic surfacing after contact without 
damaging the material. As with floor 
tile, manufacturers often over-simplify 
installations to the public. This de- 
finitely is an easy product to apply but 
a countertop does require moderate 
skill. The proper installation of a 
pressure-type sink run, for example, is 
no job for a housewife. 
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Display advantages. Because plastic 
surfacing comes in rolls 30” to 46” 
wide they have a tremendous display 
advantage. The bright colors and new- 
er patterns stop the customer and 
frequently create impulse sales. Deal- 
ers report a very high percentage of 
the sales are directly in the impulse 
category. 

Improved display racks are becom- 
ing available, which are more attrac- 
tive and stable. Early racks tipped and 
weren't decorative enough for a styled 
product suggested for the kitchen or 
bathroom. 

Some retailers selling the item in 
volume prefer to use their regular 
islands, removing the shelves and plac- 
ing the rolls on end for display. Such 
a mass display stops store traffic, 
boosting sales materially. 

Product improvements. The _in- 
creased interest of manufacturers can 
be seen in new vinyl surfacings re- 
cently announced. Armstrong has 
metallic-accented lines now on the 
market in six designs protected from 
wear by a layer of clear vinyl. Bolta’s 
new cigarette resistant surface is said 
to dissipate heat up to 320°F. Their 
standard product withstands heat up 
to 270°F. 

Patterns closely follow those for 
regular plastic laminates. A departure, 
however, is anticipated as vinyl sur- 
facing producers put more effort on 
sales for wall coverings. 

Wall coverings have an excellent 
sales potential for several reasons. A 
thinner gauge can be made available 
at a competitive price with strong 
sales advantages over wallpaper. Still 
another possibility are the textures or 
embossings possible with vinyls. Wood 
grains are already available but the 
beginnings of textured effects suggest- 
ing bamboo, grass cloth and other 
effects are also now on the market. 

Contractors interested. Vinyl pro- 
ducers say dealers are selling more 
materials each month to contractors 
on both new construction and remod- 
eling. Easy, fast applications are the 
main reasons for additional sales in 
most cases. 

On new homes speculatively built in 
volume, the contractor can delay the 
installations and let the buyer choose 
the pattern and color. Countertop 
specialists are usually not required. 

Being available in rolls solves many 
a problem on remodeling when tops 
may run extremely long. Considerable 
mitering is often required on remodel- 
ing, which is relatively easy when 
working with soft vinyl surfacing. 

Related sales. Aside from the prod- 
uct itself, the related sales offer added 
profits. A partial list includes metal 
mouldings, sink rims, wood moulding 
and filet strips, adhesives and often 
plywood, particle board or hardboard 
to replace a badly warped or deterior- 
ated top. Often paint, cabinet hard- 
ware or new lighting can be sold on 
even modest renovation jobs originally 
sparked by the customer’s interest in 
plastic surfacing. 

(continued on page 72) 
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Most Dealers Cut Lumber to Size for Customers 


Cut-te-size policy. Most dealers 
queried are cutting lumber to size, 
but not so many are piece-pricing. 
Charges for cutting-to-size range any- 
where from nothing up to $7 an 
hour. 

National Lumber, St. Paul, Minn., 
has a minimum charge of $1. It 
stocks lumber up to 8’ in bins and 
adds a markup of 50%. Clifton Rose, 
president, Arch Creek Lumber Co., 
North Miami Beach, Fla., has a 
markup of 3314 % to 50%. A neighbor 


Florida dealer, Home Lumber & Sup- 
ply Corp., Hialeah, has a markup of 
50% and gets 10%-15% extra for 
custom cutting. 

A cutting charge of $6 an hour 
and a 15-minute minimum for any 
job is the rate at Pfister Coal and 
Lumber Co., White Plains, N. Y. The 
firm has special bins for piece-priced 
lumber on the display floor. Anderson 
Lumber Co., Bountiful, Utah, is start- 
ing to buy precut lumber, but does 
not cut lumber to size. 


ao 








FRNA HIT 


FEAL 


PACKAGE 
CHIMNEY 


The new McQuay Package Chimney 
is the finest. It tests better because it is 
built better—by McQuay, with more than 
a third of a century of heating experience 
—and is easier and faster to install. Com- 
pare McQuay quality, compare erection 
time and costs, compare McQuay advan- 
tages. Then you'll see why the new McQuay 
Package Chimney excels in every way. See 
your jobber or write McQuay, Inc., 1616 
Broadway St. N.E., Minneapolis 13, Minn. 
CHECK THESE FEATURES AGAINST THOSE 
OF ANY OTHER CHIMNEY! 

@ STAINLESS STEEL FLUE @ HANDLES ALL 
FUELS @ LIGHT WEIGHT e@ STRONG AND DURABLE 
@ LONG LIFE @ BAKED-ON FINISH @ QUICK IN- 
STALLATION @ LOW INSTALLATION COSTS e 
COMPETITIVELY PRICED @ SAFE—U.L. APPROVED 


Starter Box and Starter Section in one 
unit for fast erection. Interliner and 
stainless steel flue supported by ex- 
clusive McQuay stainless steel and 
aluminized steel tension spring spacers. 
Permits quick drafts and even tempera- 
ture top to bottom for peak efficiency 
under steady or intermittent firing. 


M Quay. 


AIR CONDITIONING + HEATING « REFRIGERATION 
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VINYL SURFACING 
(begins on page 70) 





For General Use sell 


RizaiIb 


Heavy-Duty 


Pipe Cutters PLASTIC SURFACING rounds out millwork and cabinet sales 
for W. P. Stephens Lumber Co., whose display above is ex- 
plained to customer by Harold Sutton. (In addition to the 


display above, Armstrong Cork offers a new and sturdy in- 


Factory tested for perfect 
tracking, here’s their best cut- 


ter buy for hand use. Extra- 
long shank protects threads, 
gives fast, easy adjustment. 
Large handle for sure grip . . . 
more leverage. Strong, special 
malleable frame won’t bend 
or warp. You'll also sell the 
Rifai Wide-Roll Cutter, 
that tracks perfectly at high 
power-drive speeds, and the 
RIZQiD 4-Wheel Cutters, 
that give quick, clean cuts in 
tight places with only quarter 


turns. 


Five Sizes for %4’’ to 6”’ 


For Tubing and Thin-Wall Conduit 


Five Sizes 
for Ye’ to 4”’ 


< Y ( 


Y* 4 


RikeIbD 
Tubing Cutters 


Exclusive fold-in reamer on 
Nos. 10, 15 and 20 protects 
hands and pockets. . . reams 
full cutter capacity. Thin- 
blade wheel gives quick, clean 
cuts. Rollers smooth tubing 
ready for soldering. Special 
Rift No. 315 3-Wheel 
Cutter gives fast cuts in 
hard-to-get-at places. 


There's a fast-selling RITZAID Cutter to 
save time on every job. Order from your Wholesaler today! 
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ventory rack display at cost ($19.95) for its new metallic- 
accented “'Starglow" series of vinyl plastic surfacing. Rolls 


come 30” and 42” wide.) 
—Courtesy, Armstrong Cork Co. 


Lumberyard Rings Up $1,200 
in Vinyl Surfacing Sales 


“Wall coverings and countertop surfacing are an im- 
portant part of our business,” says Charles Clotfelter, 
store manager of the W. P. Stephens Lumber Co., Mari- 
etta, Ga. “We make an effort to tie in a countertop sale 
with every sale of flooring.” 

This technique pays off. The Stephens firm sells some 
900 linear feet of countertop surfacing every year, adding 
up to an extra $1,200 in annual salesvolume. 

Homeowners appreciate the fact that vinyl plastic sur- 
facing, because of its resilience, reduces dish breakage and 
cuts down the amount of clatter in the kitchen, Clotfelter 
said. “They particularly like its flexibility, which lets them 
cove it from the countertop right up the backsplash, with- 
out seams,” he said. 

Two-thirds of vinyl plastic surfacing sales are to do-it- 
yourselfers, the Georgia dealer reported. 





Boost in VA Mortgages Expected 


Philip Brownstein, director of the VA mortgage guaran- 
tee program, looks for a “very substantial increase” in GI 
loans as soon as the industry can gear up for the new 5% % 
interest rate. 

The U.S. Savings and Loan League, in recommending 
that the GI rate increase be approved, said that the revital- 
ized program would provide a cushion against a sharp drop 
in housing later this year. The League predicts that GI 
housing will increase its share of the total market from 8% 
in the first half of 1959 to 15% by the end of the year. 
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Formica has the Biggest and Best 
Laminated Plastics .---- 





Everybody Knows 
Advertising Program in 


BUT DID YOU KNOW ? 























We depend on no outside suppliers for our 
printed patterns. We print every sheet of 
Formica has better color consistency and color Formica in our own plant, assuring compati- 
T stability because bility of inks and resins to control color. 




















We select and mix our own ink to assure match 
with colors we made last year and those we A sample run precedes all production and 
3 will make next year. 4 colors are checked against standards. 





Only in Formica can you get all these plus features: 


1 Consumer acceptance 6 More workable postforming grade 


2 Flattest sheets 7 Raymond Loewy design and colors ORMICA 


3 Easier to machine because it's 8 More realistic wood grains 


less brittle +°] iyaniia help ae Tk. 

: - G ed by 

4 Uniform sheet thickness 10 Good service from large Good Housekeeping 
<2 0% 


5 Consistent quality warehouse stocks ——— 


FORMICA Corporation, Cincinnati 32, Ohio 


Laminated Plasti 
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Specifications and Market Data on Products You Can Sell 


new PRODUCTS 


Use Inquiry Card on Back Cover for More Data 


Low-Cost Shear Cuts Laminates 
and Composition Materials 


The Draco-Plastic Shear is a porta- 
ble, lightweight, simple-to-operate hand 
tool designed for precision cutting. Now 
being introduced for the first time to 
the American market, it cuts and trims 
all kinds of synthetic resin materials, 
laminated plastic sheeting, laminated 
plywood, veneers, linoleum, insulating 
fiberboard, etc., says maker. The shear 
cuts straight line, curved or circular 
patterns. It leaves smooth mill edge. Its 
knives and blades are of high-grade spe- 
cial alloy steel; housing is of durable 
cast aluminum. It also is easily and 
quickly attached to any 4” electric 
drill. 

Market data. Designed for sale to 
do-it-yourselfers or carpenters and con- 
tractors, the Draco Shear retails for 
$38.25. Complete service instructions 
are included with each unit. Parts for 
the shear are easily interchangeable and 
available from stock at cost. The shear 
also is an ideal tool for rental to cus- 
tomers by a retailer. Draco Div., L. E. 
Birbach Associates, Inc., Dept. AL, 
1130 Main St., Boston-Malden 48, Mass. 
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Drill Features New 3 AMP Motor 
A new Shopmate two-speed 3/8” drill 


changes speeds at the flick of a switch 
and develops full power in both speed 


74 


ranges. The drill features a_ specially 
designed extra-heavy-duty motor with a 
full 3.0 amp rating. Speeds are 2,000 
rpm for drilling wood, plastic and other 
light materials and 1,000 rpm for heavy- 
duty applications. The Shopmate model 
SD-382, as it is called, has an electro- 
mechanical transmission, which allows 
speeds to be changed instantly, electri- 
cally, simply by pressing a simple speed 
range selector switch. The switch inter- 
locks with the on-off switch to prevent 
damage to the tool. 

Market data. The new extra-heavy-du- 
ty 3 amp motor enables the drill to han- 
dle even the toughest drilling jobs with 
ease, says maker. The unit is well bal- 
anced and weighs only six pounds. Sug- 
gested retail price is $32.95. It is an ideal 
item for both contractor and consumer 
sales. Portable Electric Touvls, Dept. AL, 
320 West 83rd St., Chicago 20, IIl. 
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Rol-A-Scoop Garden Tool 

New Rol-A-Scoop is easy to operate. 
Just push or pull its exclusive rotating 
four-position locking handle to spread, 
scrape or level dirt, scoop or load snow, 
move trash cans or supplies, clean up 
leaves or sweepings and dump them. Of 
welded steel construction, the garden 
workhorse has an enamel finish. 

Market data. Suggested retail price of 
the Rol-A-Scoop is $19.95. Available 
through jobbers, it is an ideal item for 
sale to the home gardener. Alumco, 
Dept. AL, 1050 N. Broadway, Escondi- 
do, Calif. 
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Heavy-Duty Builders’ Saws 


A new line of heavy-duty builders 
saws packing nearly 40% more cutting 
force at working speeds, designed to car- 
ry through long ripping cuts and wet, 
resinous wood, is announced. Weighing 
up to 2% pounds lighter than previous 
models, the two new 642” and one 7” 
heavy-duty ball-bearing saws give more 
torque or cutting power through higher 
gearing, maker announces. 

Sleek design sets the blade forward 
of motor to allow the best visibility. A 
big true-view window lets you see and 
line up both cutting line and point of 
entry with notch-line guides on the 
base used for both 45° and 90° cuts. 
Rear-position controls are right at the 
fingertips at the back of the saw leaving 
an uncluttered front for better visibility. 

Market data. The three saws will be 
regularly priced at $49.95 (H268, 6142”); 
$64.95 (H269, 642”); and $79.95 (H270, 
7”). Special introductory offer in- 
cludes complete saw kits for all three 
saws at $8, $12 and $15 off for a limited 
time only. Sales aids include stickers, 
fact tags, saw brochure which may be 
imprinted; saw kit posters for inside lids 
of saw kits and ad mats. Stanley Electric 
Tools, Div. of The Stanley Works, Dept. 
AL, New Britain, Conn. 
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More new products on page 76 


Use Inquiry Card 
On Back Cover 
For More Facts 
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Southern’s completeness includes a simple 
and sincere philosophy: Southern believes 
that no sale is finished unless it brings 
complete satisfaction to the purchaser— 
and brings him back into the store as a 
satisfied customer. 


This basic belief in Southern’s complete- 
ness cycle has made friends for thousands 
of hardware dealers and for Southern’s EZ 
to C© label. If you believe there is more 
money to be made in handling profit- 
producing fasteners, get in on Southern’s 
completeness cycle . . . The satisfaction is 
built in with the quality! 


IN FASTENERS SOUTHERN IS 


COMPLETENESS 


Se 
Wood Screws e Stove Bolts @ Sheet Metal Screws e _— a 
Machine Screws & Nuts e Carriage Bolts e Hanger Bolts say fs i So 


Dowel Screws 
SCREW COMPANY 
Sold Through Leading Wholesale Distributors STATESVILLE © NORTH CAROLINA 


Warehouses: New York @ Chicago e Dallas e Los Angeles 
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NEW PRODUCTS 
(begins on page 74) 





Plastic Silo Caps and Covers 


The new Kordite Corp. silo cap and 
cover program includes an assortment 
of silo cap sizes in one case, thereby per- 
mitting a dealer to stock all popular 
sizes at lower cost. The silo cap is de- 
signed to keep pace with the strong trend 
toward the use of black plastic on the 
farm, maker states. The silo caps, which 
are square, give the farmer extra utility 
as a tarp. The new shape can be used for 
windbreaks, lightweight waterproof tar- 
paulins, machinery and equipment covers. 


Market data. Dealer cost for a case of 
six caps is quoted at $24.89. Three silo 
sizes are included in each case: one 20’ x 
20’, two 16’ x 16’ and three 14’ x 14’. 
Suggested retail prices are $4.99 for the 
14’ x 14’ cap, $6.49 for the 16’ x 16’ and 
$8.99 for the 20’ x 20’. The new silo cap 
and cover cases now are available from 
Kordite distributors. They are ideal items 
for sale to the farm market as well as 
to contractors. A shipping carton con- 
verts quickly into a self-selling counter 
display. The Kordite Corp., Dept. AL, 
Macedon, N. Y. 
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A Sawhorse Base Lets Bench 
Vise Go to the Job Site 


Carpenters now can have workbench 
convenience right at the building site by 
combining the Versa-Vise with a new 
Sawhorse Base. ‘The base slips over any 
2” stud, joist or rafter to support the 
Versa-Vise rigidly for every sawing or 
planing job. The vise and base also can 
be easily removed and locked in the 
toolbox or tool shed when not in use. 
The base is offered separately, as an 





$s" 
n cept can < 
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SENSENICH CORPORATION + LANCASTER, PA 





accessory. 

The Versa-Vise itself offers many use- 
ful features: it turns 360° standing up 
or laid flat, locks in position automati- 
cally when the jaws are tightened and 
includes both smooth jaws and remov- 
able serrated jaws. A standard bench 
base is included. 

Market data. The Sawhorse Base is an 
ideal Versa-Vise accessory item for sale 
to do-it-yourselfers as well as to con- 
tractors. With every Versa-Vise, a dealer 
receives supplies of self-selling tag fold- 
ers, plus a display kit including cash 
register cards, window streamers, shelf 
strips, door stickers and tent cards. The 
Will-Burt Co., Dept. AL, Orrville, Ohio. 
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Versatile Window Tool 


A new two-way tool that applies putty 
to windows in one stroke has been added 
to Red Devil Tools’ line of painters’ and 
glaziers’ hardware. The window tool fea- 
tures a scraper blade at one end for 
cleaning out old putty and a special 
shaper end that packs, shapes and trims 
the new putty as the tool is drawn along 
the sash. A slot in the shaper end per- 
mits excess putty to slip away from the 
working surface. Mounted on a sturdy 
handle, the stainless steel blade will not 
rust or break, maker claims. 

Market data. The window tool is rec- 
ommended to retail for $1. Each window 
tool is mounted on a colorful card for 
perforated hardboard, window, bin or 
counter display. Red Devil Tools, Dept. 
AL, Union, N. J. 
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Fastest Dealer Service 


Special arrangements will speed your 
inquiry to the manufacturers. See the 
back cover for the first really conven- 
ient card for one-stop shopping. 
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Helps you 


BOSTITCH. sell more 
7 

YO U » e INSULATION 
© CEILING TILE 

© SHINGLES 

INVISIBLE © SCREENING 

And other materials that can be quickly and 
9 A i € & Mw A J easily installed 


with BOSTITCH 


STAPLING TOOLS 


He works for you wherever you display 
Bostitch tools and whenever you recommend 
them to customers. Promote Bostitch with re- 
lated items—and see what we mean. 


Profits are better and faster with 


BOSTITCH 


ee a STAPLES 


747 BRIGGS DRIVE, EAST GREENWICH, R. |. 








Insulation Shingles Ceiling Tile Screening 
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Plastic Pipe ad 
with no picture? 


A picture can be deceiving. Almost all plastic pipe 


Why no 
picture? 


There are scores of brands of plastic 
pipe on the market...made of many 
different kinds of plastic materials... 
wonderfully improved over the early 
plastics. All are labeled “rust resistant” 
.-- but total results may be good, bad, 
or indifferent depending on the choice 
you make. Here’s what to look for: 


The universal material? No such thing. 
No one plastic (no metal, for that 
matter) can handle all liquids...no 
one has all the properties required 
of a truly universal pipe. Closest to 
it are Ace Riviclor (Rigid PVC) and 
Ace-Ite (ABS rubber-plastic blend). 
Riviclor is a little better on chemical 
resistance, and Ace-Ite is a little 
better on impact strength and heat 
resistance. Both cost about the same, 
are rigid, and come in 20’ lengths. 
Ace Supplex (Polyethylene) is flex- 
ible; comes in 100’ to 400’ coils. All 
are OK for drinking water and also 
for chemicals used in treating water. 
Of course they’re immune to rust, 
rot, soil and electrolytic corrosion. 


Are plastics fully approved for drinking 
water? Yes...the National Sanitation 
Foundation at University of Michi- 
gan attests with this seal 
that they regularly test Ace 
Riviclor, Ace-Ite, Ace Supplex and 


certain of our other brands of plas- 
tic pipe, and certify them non-toxic. 


looks the same ...some even looks like metal pipe. 
The difference is a matter of service...and piping 
that goes wrong can be mighty expensive. A picture 
means nothing... but... 


These materials are odorless and 
tasteless as well as non-toxic. 


Are plastics strong enough? Hundreds 
of water works and thousands of 
chemical plants (all very critical 
people) say yes! Plastic pipe is now 
available in several wall thicknesses 
for working pressures to 490 psi. It 
takes plenty of hard knocks, and 
resists accidental cutting and 
damage quite satisfactorily. 


Where do I use it? For wells and farm 
water systems. For construction job 
water lines, industrial piping, mine 
drainage systems. For lawn and golf 
course sprinklers...recirculating 
water lines in air-conditioning. 
We’ve supplied miles of pipe for suc- 
cessful installations. If you haven’t 
yet put some underground for test, 
it’s time to start. Nothing takes the 
place of personal experience. 


How can I dodge the pitfalls of “trial 
and error?” Go to a company that has 
no axe to grind...a company with 
the widest experience. We, for 
instance, supply eight different kinds 
of pipe... with fittings and valves to 
match. For truly unbiased advice... 
backed by 100 years of experience 
...and prices as low as you'll find 


anywhere...come to ; 
American Hard @) 
Rubber Company. “e 


Write John R. MacKay, 200 East 42nd Street, New York 17, N.Y. for literature kit ARS-1; 


most complete information available from any manufacturer. No cost or obligation. 


ACE Rubber & Plastics Equipment 
by AMERICAN Hard Rubber Company 
division of AMERACE Corporation 
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new SALES AIDS 


THE SIGHT 


DAVI 


SURVEYING INSTRUMENT 


Offers Instrument Display 


A new.counter display especially de- 
signed to help dealers show and sell 
David White surveying instruments to 
contractors, builders and farmers is 
available. The wood and hardboard dis- 
play presents the full David White line 
of construction instruments and ac- 
cessories. It is valued at $45. When or- 
dered with one of two assortments of 
merchandise, a dealer pays $43.50 for 
the display. He is reimbursed with 24 
True Sight hand levels worth $70.80 
when retailed. 

The display is part of a new promo- 
tion aimed at helping dealers to integrate 
surveying instruments with other con- 
struction tools, maker reports. The pro- 
gram is being presented to dealers via 
direct mail, plus a stereo slide present- 
ation by David White salesmen. For a 
product catalog and folder on the dis- 
play, write to David White Instrument 
Co., Dept. AL, 2051 N. 19th St., Mil- 
waukee 5, Wis. 
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Postcards for Direct Mailing 


Attractive, four-color postcards, show- 
ing the five new Alsynite fiberglass em- 
bedment panels in their natural colors, 
now are available to dealers free of 
charge. The cards are ideal for use as 
direct-mail pieces, with brief, hand-writ- 
ten messages to customers. 

On the back of each card is a short 
description of the five fast-selling decora- 
tive panel patterns, including garden, 
fern, gold thread, gold Stix and maple. 
Alsynite Co. of America, Dept. AL, 
4654 De Soto St., San Diego 9, Calif. 
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Adirondack Birch Biond Cativo 
Philippine Mahogany 


Biond Oak 
Flame Gum 


Honeytone Oak 
American Black Wainut 


Greymist Ash 
American Cherry 


This wide line of hardwood plywood paneling makes it easy for your customer 
to individualize her home. And you make a solid 50% profit on your cost with 
Georgia-Pacific Family-Proof Paneling! Available in 4 x 7’, 8’, 9, 10° panels. 
Call your local Georgia-Pacific source or write today for complete information. 
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... the finish of 
GEORGIA-PACIFIC 
FAMILY-PROOF 
PANELING 


Today’s young homemaker is sold 
the mellow distinction of wood 
paneling for her home. But she shop 
around for the most practical 
paneling she can buy. And that's 


Georgia-Pacific Family-Proof Paneling! 


New ‘‘family-proof”’ finish protects che 
ol=t- 10 Game} @m dal-mn'1010]0 Maalela-meelaal®) (34-114 
than any other finish ever developed! 

It resists scuffs and scratches 
Ordinary wear and tear won't mar 


Georgia-Pacific Paneling 


Soil and stains won't damage the 
paneling. Fingermarks, crayons, ink 
paint wipe off. Most stains—hair 

colallomm ale) et-1-1ale) le Mela) -Jealler-|i-waes4a-1- 1-1) 


boiling water—are harmless 


For new homes, for remodeling, 
national advertising presells for you 
Full color ads in Better Homes & 
Gardens, House Beautiful Building 


Manual, House & Garden Book of 





Building send customers your way 


Write today! 
Georgia-Pacific, Dept. ALBP759 
Equitable Bidg., Portiand, Ore. 


Send information on Family -Proof Paneling. 
Name_ 
Firm 
Address. 
SSS 


THERE'S NOTHING IN THE WORLD LIKE wooo 


OP GEORGIA — PACIFIC 








ORDER NOW—FROM CLEVELAND 
PLYCLIPS 


Eliminate wood blocking on plywood 
roof construction. Extruded aluminum 
alloy. 5 sizes from 3/8” to 13/16". Send 
for Plyclip brochure. 


Developed and tested 
by Plywood Research 
Foundation. 


STRONGER JOINTS 
AT LOWER COST— 


CLEVELAND 3-WAY 
FRAMING ANCHORS 


Faster more rigid framing—nails 
actin shear for greatest strength. 
No toe nailing! No splitting! 

3 styles—I8 gauge galvanized steel 


MORE THAN 50 TOP-QUALITY BUILDING PRODUCTS 
WRITE FOR CATALOG—OR SEE IT IN SWEETS 


CLEVELAND STEEL SPECIALTY CO., INC. 


ESTABLISHED 1924 — 3771 EAST 91st STREET, CLEVELAND 5, OHIO 
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Follow Art Hood’s ‘‘Teamwork’”’ 


Series in Each Issue of A.L. 
(See Page 88) 


You'll learn 
the way to... 


Dealer Sales Control 
See Page 5 

















REDUCE delivery costs. 


Ure? a LOAD or HALF LOAD at a time 
with an 
R-B ROLL-OFF 
. truck body 


Complete bodies shipped KD. Easily installed. 
Write, wire or phone for catalog and prices. 


The R-B Co. 
1921 Guinotte, Kansas City 20, Mo. 
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“It’s Pionite and the Livin’ Is Easy” is the title of a new 
leaflet prepared especially for purchasers of Pionite Lifetime 
Laminate-surfaced products and installations. It fully de- 
scribes the work-free and wear-proof qualities of Pionite plastic 
laminates and also lists a few precautionary don'ts. Pioneer 
Plastics Corp., Dept. AL, Sanford, Maine. 
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A new “Engineering & Purchasing Planbook” contains in 
one volume a comprehensive analysis of buying and using 
manual materials handling equipment. Separate chapters in 
the 124-page book discuss each of the basic types of manual 
materials handling equipment, including a discussion of how 
to buy and use casters, wheels, two-wheel hand trucks, plat- 
form trucks, trailer trucks, towline trucks, institutional 
floor trucks and skid platforms. Proper usage of the equip- 
ment is shown in pictures, charts and graphs. Copies of the 
book are available for $3.75 each prepaid ($4 when invoiced). 
Caster & Floor Truck Manufacturers’ Assn., Dept. AL, 27 E 
Monroe, Chicago 3 
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A 32-page Tool Buying Guide describes more than 70 port- 
able electric tools and kits with over 400 accessories for con- 
tractors and home craftsmen. Designated catalog No. 107, it 
is liberally illustrated with more than 150 pictures of tools 
and their uses. Included are complete specifications and de- 
scriptions for electric saws, sanders, drills, planes, routers, 
shapers, bench grinders and garden equipment. Porter-Cable 
Machine Co., Dept. AL, 107 Seneca St., Syracuse, N. Y 
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“Faces, Figures, Facts” is the title of a 71-page, pocket- -size 
booklet containing basic grade-use data and other information 
for all who sell or are interested in hardwood plywood. Full 
information is given on uses and types of hardwood plywood 
as well as photographs and descriptions of five different grades. 
A glossary of terms also is included along with a list of all 
institute members, their addresses and phone numbers. Individ- 
ual copies of the booklet are available to hardwood plywood 
users free of charge. Hardwood Plywood Institute, Dept. AL, 
2310 S. Walter Reed Drive, Arlington 6, Va. 
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Loaders and Backhoes. How International Wagner loaders 
and backhoes are matched with International 240, 340, 460 
and 560 Utility tractors to fit exact job needs is graphically 
described in a new two-color, 16-page catalog. The No. 95 
has a digging depth of 1314’; the No. 65 can maintain trench 
grades up to 10’ deep. Also featured in the booklet are five 
loaders with bucket capacities ranging from 9 to 20 cubic 
feet. International Harvester Co., Dept. AL, 180 N. Michigan 
Ave., Chicago 1. 
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A ceiling of California redwood is the subject of a new 
four-page, illustrated data sheet showing ceiling designs by 
noted architects. Narrow and wide patterns, lapped courses, 
board-on-board, bevel siding, angled board and plank and beam 
construction show off the versatility of California redwood. 
Single copies of data sheet No. 3A7-3, redwood celings, may be 
obtained without charge by writing California Redwood 
Assn., Dept. AL, 576 Sacramento St., San Francisco 11. 
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Watertight Masonry. A new six-page bulletin outlines major 
considerations in designing tight masonry walls. It describes 
how Omicron Mortarproofing provides a cohesive plastic 
mortar to aid good workmanship. Discussed are mortar 
ingredients and proportioning; compatibility of brick and 
mortar; separation cracks and the effect of mechanical dis- 
turbance. For a free copy of Bulletin OM-8A, write to The 
Master Builders Co., Dept. AL, Cleveland 3, Ohio. 
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New Trend Colors, Duroc? finish, traditional 
sidewall design all combine to make Auto- 
claved Clapboard the big volume seller in 
siding today. Ruberoid Clapboard is another 
important part of a complete roofing and sid- 
ing line that has been serving the industry 
since 1886... another reason why more and 
more progressive dealers join the Ruberoid 
team every year. 


AVAILABLE IN 


Trund - Loy 


FOR VOLUME SALES 
WITH PROFIT! 


And there’s more to this story! Ruberoid 
gives you a complete line of products for 
every roofing and siding need. National ad- 
vertising support builds brand recognition 
and preference. Every merchandising aid you 
need. Find out why it pays to be a Ruberoid 
dealer. Contact your Ruberoid representa- 
tive today. Or write: 

The RUBEROID Co. 


500 FIFTH AVENUE, NEW YORK 36, N. Y. 


® 
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(For more facts, use handy coupon on back cover) 











Greater Work Load for Yale’s 
New Gas-Powered Lifts 


Yale lift trucks in 3,000, 4,000 and 5,000-pound capacity 
models feature design advances in power transmission, mast 
construction, compactness of size, operating speeds, stabili- 
ty and maintenance, the maker says. 

The gas-powered, compact trucks are part of a complete 
new line which is the result of $2 million development by 
Yale & Towne. 

An automatic torque transmission is standard. Cushion 
tire models use a single speed range constant mesh type; 
pneumatic tire units use a 2-speed range transmission. The 
trucks have one brake pedal which serves for pure braking, 
another which is an inching and brake unit. The latter operates 
mechanical linkage which reduces hydraulic pressure on clutch 
plates, cutting down power delivered to the drive wheel and 
permitting the truck to be inched. 

Mast consists of two nested I-beam sections with extra 
thick, 34” flanges for longer wear. Seat is just 3742” from 
ground. The 5” underclearance provide grade clearance up 
to 3742 %, the maker claims. 

A full capacity load can be raised at 75 feet per minute. 
Travel speeds of the cushion tired trucks are up to 8% 
mph; pneumatic tire trucks, 12% mph—both forward and re- 
verse. Stability and steering ease is gained by new steering 
axle designs; steer wheels are mounted on inclined steering 
— mounted on both ends in tapered roller a 

Yale & Towne Mfg. Co., Matls. Handl. Div., Dept. A.L. 
11000 Roosevelt Rd., Philadelphia 15, Penna. 
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First Specific Design for 10,000-Lb. Range 


Pneumatic-tire Challenger 100-120 lift trucks just intro- 
duced were specifically engineered for lumber and other 
10,000 to 12,000 load capacities. Maker says that trucks in 
this class usually are reduced from basic trucks of higher 
capacity, or “beefed up” versions of lighter units. 

Dual-range Power-Shift Hystamatic transmission offers ad- 
vantage of no clutch pedal, effortless direction changes and 
positive left-foot control of inching while right foot main- 
tains engine speed for fast lifting, the designers explain. 
Power steering is standard. There’s a short 134” turning 
radius. Six-cylinder engine, 85 h.p. at 2,800 rpm; 192 pounds- 
feet of torque at 12,00 rpm. Hyster Co., Dept. A.L., 1003 
Myers St., Danville, Ill. 
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For more facts, use 
handy back cover 
, coupon. 





2,000-Lb. Capacity Truck 


stacks in 8334” (plus load) aisle. Truck 


With Heavy-Duty Engine 





Allis-Chalmers’ new FTP20-24 pneu- 
matic tire fork lift truck is powered by a 
heavy-duty 4-cylinder gas engine with 35 
brake hp at 2400 rpm, which the maker 
claims is twice as much power as other 
lift trucks in the 2000-lb. capacity class. 
It is designed for yard work over rough 
terrain. 

Compact size permits the truck to go 
in and out of narrow aisles. Right angle 


traverses grades when loaded up to 34%. 
Standard mast has lifting speed of 58 
feet per minute, stacking 1314” high from 
an overall lowered height of 83”. Tilt 
is from 10” back to 5” forward. Standard 
or power shift transmissions available. 
New trunnion-mounted steering axle de- 
sign is said to give equalization over 
rough surfaces, reducing road_ shock. 
Allis-Chalmers Mfg. Co., Engine-Mate- 
rial Handling Div., Dept. A. L., 1126 So. 
70th, Milwaukee 1, Wisc. 
Circle No. 232 on Handy Cover Card 


July 20, 1959, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER 





Gecwrity — rw. LINE 


DESIGNED FOR YOUR PROFITS! 


“SALES ARE INCREASING EVERY YEAR, AND 
DELIVERY IS CUT TO ONE TENTH THE TIME!” 


Says Eliot Whittington, General Manager, 
Whittington Lumber Company, Memphis, Tennessee 


“The big air conditioning market 
in this area and the trouble-free 
record of SECURITY RFT* 
Combination Windows and 
Doors explains our enthusiasm,” 
says Mr. Whittington. ‘‘We 
haven’t had a single complaint or 
service call in all the time we’ve 
handled SECURITY units. Sales 
are increasing every year, and de- 
livery from the fabricator is ex- 
tremely good. We can obtain units 
within a day, rather than the 
usual ten to fourteen days. 

“Air conditioning is needed for 


about seven months of the year 
here. The self-storing feature of 
SECURITY Combinations, par- 
ticularly the SECURITY self- 
storing door, is ideally suited to 
the requirements of the average 
owner of an air conditioned home. 
Single units eliminate the nuis- 
ance of storing screens during the 
winter and allow the homeowner 
any desired degree of ventilation 
he may wish at any time. 
“About half of our orders are 
currently custom work, with in- 
stallations going into older homes 


THE SECURITY COMPANIES 


DETROIT © NEW JERSEY «© TORONTO 
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Users Are Permanently Happy! 


which require varying sizes of ex- 
terior doors and sash. Because 
SECURITY has a stocking job- 
ber in Memphis, we don’t have to 
wait ten days for delivery ... 
we can install SECURITY in 
only one day, regardless of size 
variations. 

“While insulation of windows 
and doors is important in winter, 
the growth of home air condition- 
ing, we feel, will be the biggest 
spur to our increasing sales of 
SECURITY products.” 


*Roll-Formed Tubular 


For Complete Details on a Profitable 
Franchise Write: DEPT. A 
20096 James Couzens, Detroit 35, Mich. 


In Canada: Roslyn Metal Products, Ltd. 
70 Mutual Street, Toronto, Ontario 
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Q. Who signs the check? 
A. The plywood manufacturers 


Year after year you have had a steady increase in fir plywood 
sales. May we ask if you ever wondered how this great increase 
in your sales happened. 


The answer, we think, lies in the 21-year multi-million dollar pro- 
motion, research and quality control programs carried on by the 
better fir plywood manufacturers. 


Therefore, if you think well of the results of this industry effort, is 
it unreasonable to ask you to support these manufacturers by 
buying only DFPA grade-trademarked plywood? 


Your support is vital if these large sums of promotional money 
are to continue on your behalf. 
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UEPA' 


, TESTED 


QUALITY, 


. 
( ~ a Be ae 
ho use this trademark! 








ARE YOU USING THIS STAMP ON ALL YOUR PLY, D ORDERS? 


If not, send for your free stamp today. 


It’s the best way to make sure you are getting good plywood, 


manufactured by one of the more than 110 reliable mills* 
who think enough of your business to give you quality All softwood plywood on this order 


plywood . . . and back it with promotion and research must bear DFPA GRADE TRADEMARKS 
needed to help you sell it properly and profitably. legibly applied to each panel 


% Producing 90 per cent of all Douglas fir and Western softwood plywood. 








DOUGLAS FIR PLYWOOD ASSOCIATION, TACOMA 2, WASHINGTON 
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NEW EQUIPMENT 


(begins on page 82) 





Hyster Adds Monotrol System 


In the new Monotrol system, throttle 
and forward-reverse direction control are 
combined in one right-foot pedal to free 
the lift truck operator’s hands for full- 
time steering and load handling control. 
Dashboard push-buttons for “park” and 
“drive” govern an automatic parking 
brake and engagement of the automatic 
transmission. 

Other features of the Monotrol system 


include a safety starting switch, which 
permits engine starting only if the “park” 





Since 


PAMUDO 


Sanded and Rough 
Interior and Exterior 


DFPA and CERTIFIED 
GRADE STAMPED 
STRUCTURAL SHEATHING 


Sales Agents for 


HARDEL MUTUAL PLYWOOD COMPANY 
HUB CITY PLYWOOD COMPANY 


TACOMA—P.O. Box 1589. Ph. MArket 7-4108 
CHICAGO 38, Il1.—4900 $. Merrimac Ave. 
KANSAS CITY 8, Mo.—1525 W. 31st St. 

ST. PAUL 14, Minn.—2235 Territorial Road 
BALTIMORE 31, Md.—1407 Fleet St. 
ELIZABETH, N. J.—P.0. Box 244 


@ LUMBER AND LUMBER PRODUCTS 


@ CARLOADS FROM MILL 
@ TRUCK SHIPMENTS 
FROM BRANCHES 
@ USUAL DISCOUNTS 
TO QUALIFIED DEALERS 


® MOULDING CUT TO SIZE 

@ INDUSTRIAL PLYWOOD 

@ CUT DOOR STOCK AND 
STOCK MILLWORK 


button is down, and a left-foot inching- 
brake pedal. This allows the operator to 
control truck movement, yet kee his 
right foot on the throttle to maintain 
engine speed for fast lifting. A single foot 
movement selects direction and controls 
acceleration. Dash lights indicate direc- 
tion as an added safety feature. If the 
engine is turned off, the parking brake 
is automatically applied. 

Monotrol is available on Hyster’s new 
line of SpaceSaver 30, 40 and 50 lift 
trucks (cushion tire, 3,000-5,000 pounds 
capacity) equipped with Power-Shift 
Hystamatic transmission. Hyster Co., 
Dept. AL, 1003 Myers St., Danville, Ill. 
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‘‘Low Profile’’ Fork Lifts 
For Boxcars, Warehouses 


A new “Van-Stack” series of low- 
profile lift trucks by Towmotor has 
mast assembly that provides high ware- 
house stacking and easy access to vans, 
boxcars and other low-headroom areas. 
The series consists of two gasoline or 
LP-gas-powered models—No. 410 with 
2,000-Ib. capacity and No. 440 with 
3,000-lb. capacity. Both models are ex- 
tremely compact in size; length of 
smaller model, less forks, is only 5’10”; 
length of larger model, less forks is 
6’2”. Overall width of both units is 
2’8”. Maximum lift ranges from 120” to 
144”. 

Triple-lift mast is optional, providing 
up to 18” free-lift and excellent driver 
visibility with load elevated or lowered. 
Free-lift with standard mast ranges from 
13%” to 2544”. Lifting speeds are 90 
f.p.m. for Model 410 and 60 f.p.m. for 
Model 440. Standard forks are 30” and 
36”. One-piece frame of heavy steel plate 
is electrically welded into sections to 
resist distortion and provide short turn- 
ing radius. Towmotor Corp., Dept. A.L., 
Cleveland 10, Ohio. 
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New Loader and Backhoe 
For International T-340 


The International Wagner No. 456 
loader and No. 65 backhoe, built for sus- 
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tained heavy-duty loading and trenching, 
are available for use with the Interna- 
tional T-340 crawler tractor. With a 
rated capacity of 3,500 pounds at full 
lift, the low profile loader has auto- 
matic hydraulic  self-leveling action 
which enables bucket to return from 
full dump height to pre-set digging 
angle, using boom control only. Its 64” 
wide bucket has capacity of 4/8 cu. 
yds. struck to % cu. yds. fully heaped. 

Loader has unit-welded tubular frame 
anchored to axle; two steel trunions 
that tie the lift arms together to elim- 
inate racking and distortion; step-in de- 
sign for free access to seat, the maker 
says. Backhoe digs and maintains grades 
up to depth of 10 feet. The crawler is 
powered by 4-cylinder gas engine with 
135 cu. inch displacement. International 
Harvester Co., Dept. A.L., 180 N 
Michigan Ave., Chicago 1, Ill. 
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New Outdoor Lift Truck 


A 3,000-lb. capacity, pneumatic-tire 
fork truck designed for high maneuver- 
ability over rough terrain has been in- 
troduced by Clark. Named CY-30, the 
unit rounds out the company’s line of 
medium capacity “Clarklifts” which in- 
clude models of 2,000, 4,000 and 5,- 
000-Ibs. capacity. 

The CY-30 has a 2-speed transmis- 
sion power shifted forward and reverse 
with manually controlled “creeper” gear 
and various optioncal drive tire com- 
binations to provide power and traction 
anywhere. It has turning radius of 77” 
and will climb a 22% grade under full 
load, the maker says. It will travel 11 
mph forward or reverse fully loaded. 
Unit has 4-cylinder gas engine of 162 
cu. in. displacement coupled with a 
Clark drive axle. Uprights are roller 
mounted. Length (less forks) is 8712” 
and weight, 6,175-lbs. Industrial Truck 
Div., Dept. A.L., Clark Equipment Co., 
Battle Creek, Mich. 
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Manufacturer Appointments 

¢ Hastings Aluminum Products, Hast- 
ings, Mich., announces the appoint- 
ment of Donald Churchill as adver- 
tising director. 

¢ Robyn A. Campbell has been named 
treasurer of the Minnesota and On- 
tario Paper Co., Minneapolis, Minn. 
¢ D. A. Rhoades has been elected pres- 
ident and chief executive officer of 
Kaiser Aluminum & Chemical Corp. 
* Formica Corp., Cincinnati, has ap- 
pointed William F. Drees as a vice- 
president to head up product research 
and development. Charles G. Reiter 
succeeds Drees as flakeboard and spe- 
cial products manager. 
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... for “Profit-Plus” 
hardware sales! 






































MANY OF THE R-W HARDWARE 
SPECIALTY ITEMS AVAILABLE 


Richards-Wilcox offers the proverbial “horn- 
of-plenty” from which you can obtain a com- 
plete line of standard hardware items plus a 
diversified line of hardware specialties. Many 
items you will undoubtedly want to stock . . . 
others, because of their special applications, 
you will want to buy only on customer request. 
In either case, R-W offers a prime source for 
those important hardware specialty items that 
will earn many dollars of “added-profits” each 
year. The next time you receive a customer 
request for a hard to find hardware specialty 
item, look in your R-W catalog — your direct 
line to “profit-plus” hardware specialties. 


wera 


for your free copy of 
the R-W Catalog No, 
A-400, 


ichards- 


MANUFACTURING 


A HANGER FOR ANY DOOR 


226 W. THIRD STREET ° 


Industrial and Commercial 
Doors of all types 

Sliding Door Hangers and 
Tracks 

Fire Doors and Fire Door 
Hardware 

Fusible Links 

Hinges of all types 

Panic Bolts, Door Bolts 
Latches, Hasps and Catches 
for Doors and Gates 

Fire Station Bolts, Cremone 
Bolts 

Flush Pulls, Bow Handles, 
Stay Rollers, Floor Guides 
Handrail Brackets 

Concrete Inserts and Studding 
Sockets 

Door Closers 

Electric Operators for Doors 
and Gates 

Airplane Hangar Door Equip. 


ilcox | 


COMPANY 


THAT SLIDES 


AURORA, ILLINOIS 
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MANAGEMENT WORKSHOP-IN-PRINT — ORGANIZED TEAMWORK SERIES NO. 6 


A Pattern for Profitable 


Dealer-Contractor Relationships 


Organizing Contractors for Mutual Profit — Part 2 


In Part I of this installment on organizing contractors, it was explained that 
you divide contractors into three categories: The “B” or building team, which in- 
cludes contractors you will sell for; the “S” or contract sales team which includes 
contractors you will sell with; and the “I” or independent teams which includes con- 


tractors you will sell to. 


Below and in the next issue we take a detailed look at each of these “teams.” 


The building “B” team. The most profitable category 
of contractors are the ones who are not only content but 
enthusiastic about the dealer doing their sales work for 
them. 

They don’t like to sell. They don’t like paper work. 
They understand the soundness of the position that the 
local building industry needs—1, a store; 2, displays; 3, 
advertising and promotion; 4, easy payment plans; and 5, 
trained sales people. 

At this point the dealer should point out to the con- 
tractor the extra cost of such services. The contractor 
should not be permitted to get the idea that the dealer is 
getting rich selling his services for him, because he is not. 
The dealer is making his fair profit on his end of the 
deal. 

Contractors who accept the building-team approach to 
better mutual profits will admit that trained sales people 
can sell their services better than they can, and that they 
would be better off spending their full time doing what 
they do best, namely, supervising the construction of sold 
packages, 

Most contractors, as soon as they finish a job, would 
like nothing better than to go down to the lumber yard 
and know they will have another profitable job assigned 
to them. These contractors are usually flexible, will 
handle home improvement work and farm construction, 
as well as new home jobs. If they specialize in certain 
types of work, their costs are liable to be lower. 

They usually will work as an individual or along with 
a crew they are supervising. They understand construction 
and the details of job supervision, but business accounting 
and merchandising are somewhat of a mystery to them. 
They are conscientious, have high pride in their work- 
manship and they will work by the day, week, month or 
sub-contract labor and supervision for the entire job. 

The more of these contractors the dealers can find 
and enlist for their big-ticket package retailing structure, 
the more the potential profit. 

If he cannot find enough contractors in his back yard, 
the dealer should even go into neighboring towns if nec- 
essary to bring adequate numbers of men who need jobs 
into his own town or trading area. Also the dealer should 
have a training program for the development of capable, 
young mechanics into “B” team members. Once the deal- 
er determines to set up building “B” team contractors, he 
takes an obligation to keep them, without reason, con- 
tinuously employed. Therefore, not too many should be 
enlisted to start with. 

For effective cooperation there cannot be too long a 


period of idleness between the completion of one job and 
the starting of another by “B” team contractors. Adver- 
tising, merchandising, sales promotion and outside sales- 
men must bring in a constant stream of prospects for end- 
use package jobs. Company sales personnel must be avail- 
able who are competent to do everything necessary to 
close each job, except the work required of the “B” 
team member. Competent package pricing and estimating 
are essential. Some dealers set up a contracting depart- 
ment to back up this category, others go as far as to put 
these “B”.team members on their permanent payroll. 

The pricing of the sales volume done in this category 
is a rather simple matter. If the dealer has a competent 
estimator, the contractor price is determined before the 
“B” team member is called in. The dealer knows what 
he is going to get out of the job and what the “B” team 
member will get, and the division is satisfactory to both 
parties. 

Billing is made to the ultimate consumer, payments to 
the building team member are worked through a contract 
labor account, and the extra profits are a part of the 
material sales accounting. 

Profits are realized on: 1, dealer materials; 2, outside 
materials such as plubming, heating and electrical mer- 
chandise; 3, the sale of labor and supervision; 4, job de- 
velopment and legal services; 5, financing and credit; 6, 
responsibility for workmanship and, as the occasion may 
justify, 7, the building site. 

In building the selling price, top bracket consumer 
prices should be used, above extra profits 2, 3, 4, 5, and 
6 are added, plus any sales commissions that exceed 4% 
of the dealer material sales price. 

Where the dealer takes full responsibility for consumer 
satisfaction (he usually has it whether he admits it or not) 
he should add a responsibility reserve of 3% of the selling 
price, and keep this money in a reserve account against 
the necessity of making good for faulty work when some 
contractor will not or cannot. 

The net profit on such transactions may exceed that 
on competitive sales of materials on contractor controlled 
jobs by as much as 20 times. This does not mean that the 
dealer is charging an exorbitant profit—he is getting paid 
for services rendered. Heretofore these services have 
eaten up dealer profits because they were not paid for. 
That is the main reason for the small profits in some retail 
lumber businesses. 

The “B” team specialists. Closely aligned in profit 


(continued on page 92) 
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EXTRA 


“HOME IMPROVEMEN 


SALES [id 


for you with RELOKIT 


GIVES OLD DOORS A NEW LOOK 


MODERNIZES A DOOR IN MINUTES © EASY | 
TO INSTALL © COVERS OLD BLEMISHES © 
COMPLETE INSTRUCTIONS INSIDE i 


Lew 
az fF 2 il 


FREE 
DISPLAY 

catches the eye and 

tells the story at be 3 
a glance — packs | FS 
maximum sell into | 1 
minimum space. 
Packaging is color- 
ful, attractive. 
Display and mount 
are yours FREE 
during limited in- 


NEW QUICK TURNOVER, HIGH PROFIT ITEM for tapping the 
tremendous remodeling market. It’s the ILCO Relokit conversion 
set, designed for use on doors equipped with unsightly or worn- 
out mortise locks. Each set consists of a pair of attractive es- 
cutcheons, lock front reinforcing and finishing plates, a strike 
and all necessary screws. 


FOR INTERIOR OR EXTERIOR DOORS — Trim plates avail- 
able in two sizes: 10” x 314” for exterior doors; 714” x 31%" for 
interior doors. Available in bright Brass, dull bronze, bright 
chrome and dull chrome; also split finishes for bathrooms. 


BIG POTENTIAL — More than 30,000,000 homes are over 25 
years old — conservatively 300,000,000 doors that are potential 
Relokit installations. Related items — paint, brushes, cylindrical 
locksets increase the sale — and profits. 


ILCO RELOKIT is an ideai item for do-it-yourselfers. Merely 
remove the old lockset and bore for the new cylindrical lock. 
RELOKIT plates cover all old holes and blemishes. An ILCO 
QUICK BORING TOOL makes boring easy, quick and accurate. 


po) 


INDEPENDENT 


troductory _ period. 
You pay only for 
the hardware. 


Full details from your jobber or write direct to us. Stock up now 
and let ILCO RELOKIT increase your sales and profits. 


LOCK COMPANY 


Fitchburg, Massachusetts 
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Classified 
Advertising 


Terms — Cash With Order 

Minimum Charge $7.50 

Rates: 

1 Time —30c per word for each insertion. 
Minimum charge of $1.50 per line. 

3 Times—25c per word for each consecutive 
insertion. Minimum charge of $1.25 
per line. 


Add $1.75 per insertion for blind ads bearing 
box number. 


No agency commission or cash discount 
aliowed. 

All ads for classified section must be in Pub- 
lisher’s office 14 days preceding date of pub- 
lication. Advertisements are set in uniform 6 
point style. No cuts or special borders al- 
lowed. Replies forwarded without additional 
charge. Count five words io a line and when 
less are specified or used, regular line rate is 
charged. When answering box numbers or 


mailing copy for ads address them to: 


AMERICAN LUMBERMAN 
59 East Monroe St., Chicago 3, lil. 
Phone: Fi 6-7788 





HELP WANTED 








MILLWORK ESTIMATOR 

AND SUPERINTENDENT 
South Flordia Millwork firm wishes to em- 
ploy experienced Millwork Estimator and 
Superintendent. None but man of good 
character considered. No drinker wanted. 
Address Box H-55 American lumberman & 
Building Products Merchandiser. 





Experienced Retail Lumberman, Estimator, 
Salesman. Capable of assuming Assistant 
Manager's position. State qualifications and 
references in reply. 
Hatch & Brookman 
P. O. Box 389 
Cedar Rapids, Iowa 


SALES REP WANTED 

. New England Area 
Well-established manufacturer seeking more 
active coverage in line with expansion. Cur- 
rently selling accounts in the area. Oppor- 
tunity for an established manufacturer’s rep- 
resentative now carrying allied lines and 
calling on sash and door jobbers and lumber 
trade. Address all inquiries to: Box J-24 
American Lumberman & Building Products 
Merchandiser. 





SALES REPRESENTATIVE 
WANTED 











SALESMEN: Now calling on Lumber and 
Hardware Dealers—To show and take orders 
for Nationally Advertised Mitre Box. Good 
commission—Protected Territories open. 
Write giving details. Will send literature and 
prices. 
W. A. GERRARD CO., INC. 
4400 LYNDALE AVENUE NORTH 
MINNEAPOLIS 12,MINNESOTA 





SALES REPRESENTATIVE 
WANTED 











Manufacturers representatives wanted in all 
territories to sell nationally known building 
product pponientios to lumber and building 
material dealers. Write stating present lines 
carried and territory covered. Box 6526-C, 
Minneapolis 20, Minn. 





SITUATIONS WANTED 











Present Manager, 40, of retail lumber yard 
wishes to relocate Northern Illinois, 
Northern Iowa, or Southern Wisconsin. Ag- 
gressive, honest and reliable. 15 years ex- 
perience. Write Box J-25 American Lumber- 
man & Building Products Merchandiser. 





LUMBER & DIMENSION 
WANTED 











CORE BLOCK PRODUCERS 
Require carload shipments of 4/4, 5/4 and 
8/4 S2S Ponderosa 1-13/16” or 1%” 9/22” 
long, Clear, bundled as to length and thick- 
ness. Higher prices offered for continuous 
shipments. Address Box H-60 American 
ama & Building Products Merchan- 
iser. 





BUSINESS FOR SALE 











BUSINESS FOR SALE 











FOR SALE or FOR RENT 

75,000 Sq. Ft. Prefab Plant, one story, 12’ to 
Eaves. 30,000 Ft. Concrete Floor and 
Yard. 30 Minutes from Minneapolis Loop. 
Trackage on 2 Railroads. Ideal location for 
large lumber na and/or manufactur! and 
distribution. Truck loading dock. Address 
Box J-26 American Lumberman & Building 
Products Merchandiser. 





For Sale: Kansas Yard. Also Property. Own- 
er wants to retire. Address Box J-27 Amer- 
ican Lumberman & Building Products Mer- 
chandiser. 





Lumber agp established thirty two years. 
Over eight thousand ft. warehouse, annual 
sales approx. $100,000. Located between De- 

Toledo. Priced under twenty thou- 
sand for real estate, with or without inven- 
tory. Address G. McCarty, 2641 Merrimac, 
Toledo, Ohio. 





MISCELLANEOUS FOR SALE 











CARPENTERS APRONS 
Write for prices and information. 
THE MINNESOTA SPECIALTY CO. 

119 North Fourth Street 

Minneapolis 1, Minn 





Arizona's Oldest Retail Lumber Business 
For Sale. Owner for sixty-three years wants 
to retire. Will lease oery, with 87,500 
sq. ft. of ground including 25,000 sq. ft. of 
shed space. Rail spur inside yard. Address 
Box H-53 American berman and Build- 
ing Products Merchandiser. 





THE MOST OUTSTANDING YARD in the 
Southwest is for sale due to owner's retire- 
ment account of age. City of 350,000. Estab- 
lished business; yearly sales approximately 
$1,000,000. No bonus. Inventory at market. 
Sell or lease equipment and improvements to 
responsible purchaser. Exceptional oppor- 
tunity. Negotiations confidential. Address 


Box H-26 American Lumberman, Inc. 





For Sale: Lumber, Builders Supplies. Paint 
and Hardware. 18,225 Sq. Ft. All under roof. 
Railroad Siding. Business established 1884. 
Population 12,000. Address Box H-61 Amer- 
ican Lumberman & Building Products Mer- 
chandiser. 





FOR SALE: Lumber, Buil Material, 
paint and hardware, small Alaska town. 
Grossing average $100,000—2 buildings, 
inventory, going concern. Excellent uy, 
some financing available. Address Box G-51 
American Lumberman, Inc. 





New York Area: Excellent Retail Lumber- 
ard for sale or rent. Owner 40 years in 
usiness to retire December 1959. Necesary 

capital $75-100,000. Address Box H-64 Amer- 

ican Lumberman & Building Products Mer- 
chandiser. 





The most outstanding lumber yard in Brev- 
ard County. Unusual opportunity to pur- 
chase prosperous yard in booming missile 
area on East Coast of Florida. Aggressive 
outfit doing about $1,000,000 a year in sales. 
Immediate return on your investment. Ad- 
dress Box J-22 American Lumberman & 
Building Products Merchandiser. 





RETAIL CATALOGS 
Speeaens that lasts. Write for de- 
ails. 

The eer Press 
Freeport, aine 





MACHINERY FOR SALE 











We're out of the Ready-Hung Door Busi- 
ness! Brand new door machines for sale. 
Hinge & Lock Boring Machine. Edge Trim- 
mer & Planer. $ Each. Write or call 
M. Capp, 1143 Dupont N., Minneapolis 11, 
Minnesota. JAckson 1-7601. 





FOR SALE 
Heating and ventilation Blowers, Buffalo 
10” and 48” Direct connec to electric 
motors. Sturtevant Blower 40,000 C.F.M. with 
15 H.P. 3 speed motor, ventilating and air 

conditioning. Priced to sell. 

. Elstein 

426 Grand St. 
Jersey City 2, N. J. 





For Sale or Trade 


Moulder—Fay and Egan #777 Lightning 10” 
all electric. 


Vertical Band Resaw—54” Fay and Egan 
Complete with motor, switches and 
several blades. 


Moulder—Hall and Brown #217 8” Belt 
Driven complete with motor and 
switches. 


as located 6515 Page Boulevard, St. Louis, 
0. 


We welcome inspection, will consider trading 
one or more of these units for lumber, floor- 
ing, mouldings, or machinery. We need a 
good heavy duty double surfacer and 

good heavy duty rip saw. If interested, con- 
tact W. L. Behan, Jr., Hill-Behan Lumber 
peng, 6515 Page Boulevard, St. Louis 

oO. 
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“Have You Overleoked This”’ 


The icllowing manufacturers were carried 
in the July 6 issue of American Lumber- 
man & BPM and are again listed with their 

y tinal numbers for your convenience. Use 


the Handy Cover Card for more information. 


Acme Quality Paints, Ine. 

Fashion right color service is’ a * real 
sales-getter. 

American Steel & Wire, Div. of U.S.S. ..29 
American Ranger offers lightweight 
barbed wire that combines strength and 
om meg 

American Telephone Co. ................. 18 
Yellow ™ pages aéve pevertising boosts business. 

Azrock 46 
New Vina-Lux vat Posbiiies ‘tile comes 
in rich dimensional carpet tones 


Bennett Mfg. Co. 52 
Literature and price lists available on 2- 
way panel saw. 

Birbach Associates 
Draco shear, that cuts plastic laminates, 
brings dealers ‘‘rent and sell’’ profits. 


ls, le 50 
Display furnished to hel Ip merchandise 
partially above-the-ground Vis-A-Pool. 

Capitol Products 

omplete information available on pre- 
“Olympia” insulating door. 

Celotex Corp. seeceeae 
Sales ehte ¢ offered to wholesalers of Celo- 
tex ceiling tile. 

Crestline Company 
Manufacturer offers information 
Crestline windows and doors. 


Deniston Co. 4 
for applying nails are specially ‘designed 
or a 

Dexter 
New cuaitotion and turnbutton styles 
make locks easy to sell. Write for liter- 
ature on residential hardware. 

Dodge Reports 8 
Free booklet offered ne how to use 
these 

Durham Co. 

Rock Hard water putty in powder form 
will not shrink. 


Long-wearing truck tires cut costs on 
building materials deliveries. 

Frantz Mfg. Co. 
Filuma garage doors guaranteed five 
ways. Use handy cover card for more 
information. 


Johns-Manville 
Lightweight easy-to- handle Fiber Glass 
insulation offers dealers great profit pos- 
sibilities. 


Kaiser Aluminum 
Three new roofing and siding products 
for farm, residential, and commercial 
uses announced. 

Keystone Steel & Wire Co. .............. 24 
Red Brand fence line sells on sight. 

Libbey-Owens-Ford Window Glass 
Free booklet contains sales aids, plans 
for i racks and the story of L-O-F 
qu. 


— handy cover card to get complete 
Lonatiel on Dorguard and Lockset 


teaeaity lumber insures repeat sales. 


Macklanburg-Duncan Co. 

Extensive national advertising of build- 
ing epeeiaitios pre-sells customers. 

Millers Falls Co. 3 
Manufacturer offers complete informa- 
tion on tools. 

Minnesota Mining and Mfg. Co. 
comes: self-service sandpaper center 


Monarch Marking System 
Information available on Dial-A-Pricer. 
Sample labels are included. 

Mortell Co. 2 
pena ae and Foamflex redesigned to step- 

impulse buying. 

Mult tiplex Co. 

Catalog offered on display equipment. 


National Hardware 
New E-Z-Set lock carries lifetime guar- 
antee. 


For data on 
products in 
this issue. . . 


amar 4 
Carefree kitchens have lifetime surfaces 
throughout. 

Nova Sales Co. 
Manufacturer offers  fully-illustrated 
folder with specifications on vista-lux 
translucent panels. 

Nu-Trend 4 
Literature available on ‘‘Self-Instal” com- 
bination door. 


Orangeburg 
Circular available showing free signs and 
sales aids on root-proof pipe and fittings. 


—— Lumber Corp. 

Color brochure offered showing timber 
and facilities. 

Plasticiles Corp. 27 
Manufacturer offers illustrated bulletin 
on acrylic plastic sign letters. 


Regal Window Products Co. 42 
Dealer details available on full line of 
windows, doors and awnings. 

Roddis Plywood Corp. 1 
For free brochure’ ‘and sample of Ve- 
seenes ane use handy cover card. 


35 
National advertising and strong sales aids 
pre-sell Drafstop weatherstripping. 


Simpso 
Information available on redwood, 
plywood, doors, and acoustical and in- 
sulating board. 
Symons Clamp & Mfg. Co. .............. 31 
Complete dealer price information avail- 
able on steel form brace. 


Tamms Industries Co. 
Manufacturer offers a complete color 
line of concrete, plaster, and mortar 


ADVERTISERS’ 


Tennessee Stove Works . 
Interchangeable built-in ovens and range 
tops help sell homes. 


Union Lumber Co. 49 
“Thrift panel” quality peeweod is pack- 
aged for do-it-your-selfers. 

United Plastic Products 
Use handy cover card for complete de- 
tails on Vitalite fibreglass panels. 

U. 8S. Gy 
Among the many services offered 
dealers are films, sales kits and special- 
ized magazines. 

U. S. Steel 6 
Free merchandisin, kit “offered ‘on 
American Welded ire fabric. 

Universal Atlas Cement, Div. of U. S. S. .12 
Information available on three types of 
Atlas White portland cement. 


Warp Bros. 

Complete line of plastic window mate- 
rials, packaged storm covers, and poly- 
ethylene sheeting. 

Wells Aluminum Corp. 

Manufacturer offers descriptive We 
on aluminum thresholds; also full de- 
tails on fabricating. 

Western Pine ASSN. .......seeeee+-+0:: 45 
Information offered on decorative West- 
ern Pine Region woods in color. 

Wood Products Co. SE 
Catalog offered on rustic wood fences. 

Wrought Washer Mfg. Co. 

New Klip-Pac packaging enables deai- 
ers to sell plated washers in compact 
units. 


INDEX 





Acme Steel Co. 

American Hard Rubber Co., 
Div. of Amerace Corp. .... 

American Sisalkraft Corp. 

Andersen Corporation 

Appalachian Hardwoods 

Armstrong Cork Co. .........6+-s+..008" 3 


Berry Door Corp. 
Bird & Son, Inc. 
Bostitch 
Bradley-Southern Div., 
Potlatch Forests, Inc. 


Cherry River Boom & Lbr. Co. 
Cleveland Steel Specialty Co., 


Douglas Fir Plywood Assn. ........... 84-85 
Erickson Power Lift Trucks, Inc. 


Formica Corporation, 
Sub. of Cyanamid 


Georgia-Pacific 
Hamer Lbr. Sales, Inc. 
Independent Lock Co. 


Leigh Building Products, 
Div. of Air Control Products, Inc 
Lufkin Rule Co., The 


Mack Trucks, Inc. 

Marlite Div. of Masonite Corp. 
Masonite Corporation 
McQuay, Inc. 

Menominee Indian Mills 
Minnesota Mining and Mfg. Co 
Miracle Adhesives Corp. 
Monsanto Chemical Co. 


See and Use Handy Cover Card 
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National Lock Co., 

Medalist Hardware Div 
National Manufacturing Co. 
National Starch & Chemical Corp. 
Nichdls Wire & Aluminum Co. . 


Pacific Mutual Door Co 
Perma-Side Co. 


Ramset Fastening System, 

Div. of Olin-Mathieson Co 
R-B Co., The 
Republic ‘0 Corp., 

Truscon 
Richards- Wilcox’ Mfg. Co. 
Ridge Tool Co., The . 
Roddis Plywood Corp 
Ruberoid Co., 


Safe Padlock & Hardware Co. .. 
Sargent & Co. .. 

Securit Companies, The 
Sensenich Corporation 

Skil Corporation 

Southeastern Tool & Die Co. .. 
Southern Screw Co. 

Southwest Lumber Mills, Inc. 
Sterling Corp., John 

Sun Valley Industries, Inc. 


Tarter, Webster & Johnson, Inc 
Thornas Industries, Inc. 
Trinity White Cement 

U. S. Aluminum Siding Corp. 
Weiser Company ; 

Welsh Plywood Corp. 
Weyerhaeuser Sales Co 
Wood-Mosaic Corp. 


Yale & Towne Mfg. Co., The 
Yuba Power Products, Inc. 


inside 
back cover 





Service 


NUMBERS 


FOR YOU 


“SAFE” black hammered, rustproof 
aluminum numbers assure a lifetime 
of customer satisfaction — just show 
‘em to sell ‘em. 


@ Rugged green, black and white display 
box retains its eye appeal for many, 
many months. 


Requires only 94” x 13” of counter space. 


Refill stock is immediately available; spec- 
ify ALH 2880-1D. 


Weighs 4% lbs. 


100 numbers (10 each, “1” thru “0”); spec- 
ify ALH 2880D-1D for display with numbers. 


Suggested retail price: 
21¢ each. Total value: $21.00. 


Display is free. 
You pay only for the numbers. 


Order From Your Jobber 


ee i ell 


SAFE PADLOCK AND HARDWARE CO. 
LANCASTER, PA. 
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MANAGEMENT WORKSHOP 


(begins on page 88) 





potential with the building team is another category of 
contractors identified with the building “B” team in 
qualification, but these contractors specialize in certain 
kinds of work such as kitchens, roofs, new side walls, 
wall paneling, floor treatments, painting, and acoustical 
jobs. 

The dealer uses the same “B” team approach in handling 
support work for the specialist. As these men need ad- 
ditional work, advertising is directed to the special 
packages, that will, when sold, employ the unemployed 
“B” team specialist. The goal is to keep all building team 
members busy every day doing what they do best—the 
labor and supervision of contract work. Every extra 
minute they are so employed means added profit for the 
dealer. 

(See next issue for Part 3 of 
“Organizing Contractors for Mutual Profit’) 





new LITERATURE 


Standard recommendations for safe chimney construction, 
complete with drawings and ASTM specifications, are con- 
tained in a new and revised two-color, six-page bulletin now 
available. The comprehensive bulletin describes the advantages 
of clay flue lining in chimney construction and explains 
how clay flue lining makes home and buildings fire safe. Clay 
Flue Lining Institute, Dept. AL, 161 Ash St., Akron 8, Ohio. 

Circle No. 222 on Handy Cover Card 


Concrete Manual. A revised third edition of the 64-page 
manual, “Calcium Chloride in Concrete,” is a ready reference 
to quantitative data. It includes nearly 20 charts and 40 
illustrations, which refer to the various benefits of calcium 
chloride as it is used in modern concrete construction. The 
manual consists of six separate parts. There is data on major 
effects, technical data, industry use, how to use, specifications 
and special conditions. Calcium Chloride Institute, Dept. AL, 
909 Ring Bldg., Washington 6, D. C. 

Circle No. 223 on Handy Cover Card 


Monotrol Control System. How to achieve more work per 
hour from lift trucks through simplified operation, faster 
maneuvering, increased safety and more operator efficiency 
is explained in a new brochure describing Hyster’s new 
Monotrol lift truck control system. The Monotrol system 
combines with Hyster’s power-shift Hystamatic transmission. 
Copies of the new brochure may be obtained by writing to 
Hyster Co., Dept. AL, 1003 Myers St., Danville, Ill. 

Circle No. 224 on Handy Cover Card 


“Look Up to Beauty” is the title of a fully illustrated 16- 
page booklet designed especially for a dealer to show to his 
ceiling tile customers. The booklet gives decorating ideas and 
shows how Insulite ceiling tiles can be used in different 
areas of the home. Also included in the booklet are easy 
application instructions and information on sizes and colors 
in the complete line of six Insulite acoustical and decorative 
ceiling tileboards. Insulite, Dept. AL, 500 Investors Bldg., 
Minneapolis 2, Minn. 

Circle No. 225 on Handy Cover Card 


“Shoplifting and Shrinkage Protection” is the title of a new 
book written by Loren E. Edwards, consultant and former 
protection manager, Marshall Field & Co., Chicago. The 
subjects of what, why, how, where, when and who by of 
various types of thievery from retailers and more importantly, 
what to do about it, are fully discussed. Dealers may order 
the book, which sells for $7.50, from the publisher, Charles C. 
Thomas, Dept. AL, 301 E. Lawrence Ave., Springfield, III. 

Circle No. 226 on Handy Cover Card 
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| when you sell. Southwest, 


"Friendly Indian” brand lumber 


Quality in every board! When you buy 
good lumber—it makes the selling easier! 
Bright, well-manufactured lumber brings 
in top dollar board after board. And... 
it builds repeat business with quality that 
leaves competition far behind. A promise? 
No, it’s a fact—you can see the helping hand 


Southwest gives Nature in every board! 


kiln dried 
precision milled 


brand identified 





consistently graded 
waxed ends 

clean, bright appearance 
carefully handled 

and loaded 


ae 


THWEST LUMBER MILLS, inc. 





speedy, dependable 
delivery the year around 


S FIR, WHITE FIR, SOUTHERN 


if 
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a. 


Busy dealers agree that decimal packaging simplifies 


o es 
stock record keeping and inventory control. Every 
ve Ory IS | sas ‘National of Sterling’ item is packaged in units 
or multiples of ten, instead of a hard-to-figure dozen, 
1%4-dozen, %-dozen, etc. Every item is priced on 


the unit basis...so machine figuring is a breeze! 
faster. a8 more accurate Besides, it’s easier to keep eng on eal Isn’t it 
time for YOU to join the swing to “National 
ee WITH NATIONAL’S of Sterling?” 
NEW DECIMAL PACKAGING 
AND UNIT PRICING SYSTEM WRITE FOR FREE CATALOG TODAY 


NATIONAL MANUFACTURING CO. 


11907 First Ave., Sterling, Illinois 
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